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Scheuer says: 


Today, in view of the uncertain conditions, many companies 
are putting production foremost, and quality second. How- 
ever, true to tradition, Scheuer is continuing to put the 


accent on quality. 


It is easy for a factory with proper facilities and trained 
employees such as Scheuer to produce the finest in plastic, 


wood and plastic, and wood alone for the display field. 


As during the past years Scheuer is maintaining the policy 
of first class work with first class materials together with the 


best in service to supply the display men of America with 





fixtures that make every display a good one. 
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ORIGINATORS AND MANUFACTURERS OF MODERN PLASTIC DISPLAY FIXTURES 
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For Easter 
it’s Lilies and Rabbits 


Here are designs that attract attention...that 
cause the people to stop at your display win- 
dow...to view the merchandise you display... 
this high readership will assure increased shop- 
pers in your store. We show here 5 action 
displays that will assure high readership—ac- 
tion so fascinating... colors so bright—designs 
so striking. Order your units today. 


RS-173  CRYSTAFOAM LILY. 
To dramatize your Spring and 
Easter windows. 61 feet high, 
Crystafoam flowers, fabric 
leaves, metal rod stems, 
wood base. $37.50 ea. 


RS-173-A SMALL LILY. 4 feet 
high $15.00 ea. 


Set of 4 only $10000 


ATTENTION GETTING ACTION 


So smart...so colorful 
about 2 feet high 
AC-DC Motor 


A-121 ANIMATED CRYSTAFOAM CALLA 
LILY. The entire unit sways as if blown by 
a gentle wind with motion of the stem, 
leaves and flower. Over 7 feet high, AC 
motor, Crystafoam flower, Viskon leaves, 
plastic tube stem. $125.00 ea. 
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Display’s Great Monthly Digest 


DISPLAY WORLD 


COMBINED WITH 
MERCHANTS RECORD AND SHOW WINDOW 


VOLUME 58 FEBRUARY, 1951 NUMBER 2 


CONTENTS | 


Display Is Changing At The New Gimbels By Clara Baldwin 


Turning The Spotlight On Jewelry By George T. Robey 
Looking South Through New York Windows By Virginia Roehl 
Los Angeles Display Takes Its Cue From Resorts By Sally Sherry. 
Displays Tailored For The Mass Market By Marie Hosfield 
Interior Displays Around The Nation By Michael Scott 
Chicago Display Scene By Shirley Ware 
Promotions Coming Up! By Louis Gehring 
Editorial 

More Winners 

Display . . . On And Off The Record 

Easily Built, Low Cost Units For The Small Store 
Trade Personalities By Jim Tupper . 
Addresses Highlight VMG Meeting 
January Award To Bradley 

The Display Parade By Jim Tupper . 
Walgreen Pre-Tests All Displays 


Reminiscing 


Your Column 


PUBLISHED BY 


THE DISPLAY PUBLISHING COMPANY 


407 EAST EIGHTH STREET, GARFIELD 2050-2051, CINCINNATI 1, OHIO 


OUR NEXT ISSUE 


“Working With Paper in the Display 
Shop" is the subject of an article by 
Ernest F. Young in the March issue, 
another in his sories of features on shop 
techniques . . . Michael Scott takes the 
reader on another tour of outstanding 
interior displays, Clara Baldwin con- 
tributes a feature on a timely subject, 
there are reports on contemporary dis- 
plays in New York City, Los Angeles 
and Chicago, plus a number of other 
features of equal interest. 


THE COVER 
This | and beautiful setting was 
used by the Robert Simpson Company, 
Toronto, as part of the firm's exhibit at 
the Canadian Exposition . . . (Color 
photograph through the courtesy of 
D. G. Williams, Inc., New York City.) 








OFFICES 


Eastern Office: 47 West 57th Street, New 
York City 19. Phone PLaza 3-5989. Cleve- 
land Office: J. R. Monk, Macintyre, Simp- 
son & Woods, 1900 Euclid Avenue, Cleve- 
land 15. Phone CHerry 1-050!. 


SUBSCRIPTION RATES 


Published monthly at $3.00 a year for the United 
States, Pan-American Countries, Philippine 
Islands and Spain; all other $4.00 a year. 
Canadian and foreign orders payable in U. S. 
funds by international money order or New 
York bank draft. Single copies, 30 cents. 
Send all subscription orders direct to the 
publication office at Cincinnati. Changes of 
address must be reported at least two weeks 
in advance of effective date; otherwise missed 
copies cannot be supplied. Entered as sec- 
ond class matter September 20, 1922, at post- 
office at Cincinnati, Ohio, under act of 
March 3, 1879. 


Member 


it) 


Audit National 
Bureau of Association of 


Circulations Display Industries 


Pass This Issue Along 


You get the most value from DISPLAY 
WORLD when you share it with others. 
See that it reaches other executives of 
your organization and the members of 
your department. 
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EATON GRASS MATS 


They're so “VELVETY”™* smooth—so natural look- 


ing—the ideal background for all your displays. 


KEEP ON THE GRASS—It doesn’t matter what 
you display—clothing or cars, fruit or furniture— 
Place them on EATON GRASS MATS if you want to 
attract attention. 


SEE YOUR DISPLAY JOBBER 


*Trade mark Reg. U. S. Pat. Off. 


EATON BROTHERS CORP. 


HAMBURG, NEW YORK 




















FOR YOUR EVERYDAY 
DISPLAY PROBLEMS 


IMMEDIATE DELIVERY! 
CURRENT TUBE PRICES 


DIAMETER OF TUBES 
Rengthe: 0% 2" 3a oR a ae nee ae 
3 ft... $.20 $.35 $.50 $.85 $1.25 $1.75 $2.75 $3.40 $4.00 $5.00 $8.75 
4% ft. 30 50 .75 1.15 1.90 2.50 4.00 5.00 6.00 7.50 13.00 
40 .70 1.00 1.70 2.45 3.50 5.50 6.75 8.00 10.00 17.50 


.65 1.10 1.50 2.25 3.75 5.00 8.00 10.00 12.00 15.00 26.00 
1.00 1.50 2.10 3.60 5.25 7.50 11.50 14.00 16.50 21.00 36.00 





For orders less than $10.00 there is a handling charge of 75c. 
F.0.B. CLEVELAND, OHIO 


MUTUAL DISPLAY MFG. CO. 


1101 POWER AVE. CLEVELAND, OHIO 
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MODEL M711 
Capacity 7 x 11 inches 
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MODEL MS71! 
Capacity 7 x 11 inches 
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MODEL Mi4i1 
Capacity 14 x 11 inches 


DISPLAY WORLD 


.. +» Coutact Advertising 


One of the great forces in retailing 
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MODEL M1422 
Capacity 14 x 22 inches 





MODEL MK1I422C 
Capacity 14 x 22 inches 


VANVVULLLRVLLEE 


MODEL M2228 
Capacity 22 x 28 inches 


The attention you get thru merchandise display and copy at the point of customer contact can result 
in many additional sales ... Every minute that a person is in your store, you have an opportunity fo sell 
visually . . . Each individual who makes up your store traffic is subject to impulse buying . . . Multiply the 
number of people who enter your store monthly by the number of items you advertise inside your store 
and you have A NEW ADVERTISING MEDIUM ... with space cost PAID and production cost LOW... 
Your sign copy must inform shoppers and carry enough appeal to complete sales. 


Line-O-Scribe sign machines are made in sizes and models for every 
merchant. Write for a complimentary copy of “SALES PROMOTION 
Thru . . . Contact Advertising’ and literature on various models. 


THE MORGAN CO. 


3984 AVONDALE AVENUE e CHICAGO 41, ILL. 
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EASTER IN MOTION 


G-509 
THIS IS A LIGHT AND ACTION DISPLAY 


SIZE—32" x 48''—Screen printed in nine beautiful colors on 80 point cardboard. The 
action is the Papa Bunny painting the eggs and the Mamma Bunny polishing them. In 
the lower right hand corner a shell is opening and closing showing a Chick inside. On 
the lower left there are two children behind a hill, a Boy nodding his head and a Girl 
waving her arm. This three plane display is encased in a wooden shadow box frame 
and is animated by a patented Gregory Motor, 110 volts, A.C. or D.C. It is gor .og 
complete and ready to plug into your outlet. COST—F. O.B., our factory 35 


FEEDING BUNNY 


G-510 


SIZE—19" x 24"'—Screen printed in eight 
radiant colors on 80 point cardboard. 
The action shows the Bunny in the upper 
left in a galloping motion. The other Rab- 
bit is being fed carrots by the little Girl, 
and as he attempts to nibble she pulls the 
carrot away. This two plane display is 
encased in a wooden shadow box frame 
and is animated by the patented Greg- 
ory Motor, 110 volts, A. C. or D. C. It 
is complete and ready to plug into your 
outlet. COST—F. O. B. our $1500 


factory, pic cae alhate le 


GREGORY MOTORS, INC. 2.2% 
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DISPLAY WORLD 


NT—if your displays are protected by 


° INFRA-CHEM TRANSPARENT SHADES 








Save goods and fixtures from costly sun fading 
Fading rays, direct and indirect, are shut out 
Full protection — top-to-bottom, side-to-side 
‘Transparent—no hiding your best advertising 
Minimum upkeep—no parts to rot or wear out 
Easy to keep clean — wipe off like glass 

Operate without disturbing displays 

Installed inside—safe from rain, snow, etc. 
Flame, vermin, grease, oil, and water-proof 
Simple to install, like roller window shades 
Give long years of trouble-free service 

No need for awnings, canvas strips, etc. 


if costs so little to save so much 
TODAY FOR YOUR FREE 
FOLDER AND SAMPLES... 
absolutely no obligation 


+e tt t+ +t te HH HE 





TRANSPARENT SHADE CO. DEPT. 102 
501 No. Figueroa St., Los Angeles 12, Calif. 
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FULL VISIBILITY creates sales 


Your best “point of purchase” advertising is your 
window displays. Customers stop, look, shop. Infra- 
Chem Transparent Shades give your displays full 
visibility—actually enhance their beauty. 


FULL PROTECTION cuts costs 


Even the brightest sun can’t harm displays protected 
by Infra-Chems. Recent survey shows that nation’s 
merchants lose more than $1,000,000 annually in 
faded, sun-burnt merchandise. How much money will 
Infra-Chem Shades save for you? 


START NOW TO DISPLAY — THE INFRA-CHEM WAY 


IN SPITE OF CURRENT SHORTAGES, WE GUARANTEE IMMEDIATE DELIVERY 


9,000 
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HOW? 
IT’S EASY! 


DISPLAY WORLD WILL PRESENT YOUR 


SALES MESSAGE TO 15,000 DISPLAY BUYERS 
FOR ONLY $ 10-67 per THOUSAND 
CIRCULATION. 


JOIN AMERICA’S LEADING DISPLAY HOUSES! 
: « BE A REGULAR MONTHLY ADVERTISER «= 


Yes, it’s easy to increase sales in the display freld! You 
+ can do it economically by presenting your product and 
' sales story to your prospective customers, the vast DISPLAY 
' WORLD audience. Tell them about your products and 
' show them why and how they'll improve their display pro- 
_ gram. The items used in the production of window and 
_ interior displays are too numerous to mention and include 
' construction boards, decorative papers, fabrics, set pieces, 
- forms, fixtures, tools, etc. And your product, being a dis- 
| play necessity, can be sold in profit producing quantities 
to the thousands of stores and displaymen throughout the 
country. 


The store uses its windows for display of merchandise to 
create increased sales and profits. Why don’t you use the 
“display windows” that the displaymen observe? DISPLAY 

_ WORLD, the recognized display authority, is carefully read 
and studied by over 45,000* persons monthly, all of whom 
' are directly associated with display . . . the real buying 
power for display goods. It is here that displaymen look 
for ideas, trends and sources of supply. Put your company 
name and products on display. Impress your potential 
customers with the quality and utility of your display goods. 

Let them see your name and product in the advertising 
pages of the magazine that they believe in and accept as an 
undisputed authority. Don’t let another day go by without 
securing full information on DISPLAY WORLD’s inex- 


pensive but sure method of selling your merchandise. 


“Survey shows an average of 3 readers per copy of 


DISPLAY WORLD. 


WRITE TODAY FOR COMPLETE INFORMATION! 


DISPLAY WORLD 


CINCINNATI 1, OHIO 
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No. FH7I LT. BROWN HAIR COLOR 


No. FH75 BLONDE HAIR COLOR 


A 


“7 THE NEWEST 
MILLINERY HEADS 


2 5 : oe Pigs: % | 
Cun the Market No. FH72 GREY HAIR COLOR 


Radiant new heads that LOOK LIKE. 

WEAR HATS LIKE smart fashionable: women. 
Meticulous colorful make-up over soft feminine 
flesh tones give these heads a character not 
usually found in ordinary heads. The coiffures, of 
course, are styled to wear hats without distortion. 
Heads can be used with or without head supports. 


$"@25 


each 
INDIVIDUALLY PACKED 


Order Now! 


FROM YOUR EXCLUSIVE 
KORRECT-WAY bistrisutor 


"No. FH73 GOLD HAIR COLOR No. FH74 AUBURN HAIR COLOR 


KORRECT-WAY DISPLAYS 2 -vcs 10. 170:co- 20:02 srs: 1018 mo 
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HE success of the 1950 contest is best 
[insite by the more than 2,500 entries 

which were received from all over the 
world. We are confident that the recognition 
of the world’s finest display skill afforded by 
this contest will have a definite influence in 
obtaining more attention to the importance of 
display in retail merchandising. 


DISPLAY WORLD is therefore happy to an- 
nounce the continuation of the contest for 1951 
and will make it an annual event. This Inter- 
national Display Contest with 300 awards 
— will continue to prove an incentive to still 
better display throughout the world and to 
reward outstanding displaymen with tangible 
evidence of their ability. It is our belief that 
this recognition of meritorious work will benefit 
the entire profession, and we view it as one of 


our obligations to the field we serve. If this contest has a 
stimulating effect on creative display and increases recog- 
nition of the fine work done by displaymen, then we will 
feel amply rewarded. All displaymen are invited to 
participate. There are no restrictions. 


Top awards will be beautiful gold, silver and bronze 
plaques, and there will be gold, silver and bronze medals 
presented in each of 98 classifications covering every type 
of merchandise. In addition, a gold medal will be 
awarded each month for the best display entered in the 
contest during that month. Thus there will be a total 
of 309 awards. 


Every displayman, no matter where, is invited to partici- 
pate in this contest. There are no strings attached, no 
entry blanks, no slogan-writing; nothing is required but 
good displays. Read the rules carefully and get your 
entries started today .. . and keep them coming. The 
more entries submitted, the better your chances for 
international recognition. 


CLASSIFICATIONS 


. Handbags, umbrellas. 
omen’s gloves. 

. Jewelry. 

. Women’s handkerchiefs. 

. Corsets, surgical garments. 

. Women’s bathing suits. 

. Cosmetics, perfumes, ete. 

. Children’s apparel. 

. Children’s footwear. 

. Children’s hosiery. 

. Infant’s wear. 


. Women’s and Misses’ eve- 
ning wear. 

Women’s dresses. 
Women’s sportswear. 
Women’s coats, suits. 
Furs. 

Bridal display. 
Lingerie. 

. Millinery. 

Women’s footwear. 

. Women’s hosiery. 
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clothing. 
shirts. 

's neckwear. 
hats. 
shoes. 
socks. 
underwear. 
swim suits. 
sportswear. 


evening wear. 
gloves. 


. Yard goods. 
36. Notions. 
. Linens, bedding. 
. Furniture. 
. House furnishings. 
. Paints. 
. China, glassware. 
. Silverware. 
. Toys. 
. Luggage. 
. Athletic equipment. 
. Musical instruments. 
. Radios, television sets. 
. Gift novelties. 


Books. 


. Stationery. 
51. Greeting cards. 
. Drugs. 


. Tobacco, smoking equipment. 


. Groceries. 

. Candy. 

. Liquor, other bottled goods. 
. Refrigerators. 

. Ranges. 

. Laundry equipment. 

. Lamps. 

. Electric and gas appliances. 
. Vacuum cleaners. 

. Kitchen equipment. 


ESI 


. Garden tools and equipment. 
. Hardware. 

. Automobile showrooms 

. Automobile accessories 


and equipment. 


. Florist display. 

. Photographic equipment. 
. Optical goods. 

. Exhibit booth. 

. Exhibit display. 

. Institutional display. 

. Civie display. 

. Christmas interior. 

. Christmas facade and 


marquee. 


. Christmas window display. 

. Floats. 

. Showeards, pen-lettered. 

. Showcards, machine-lettered. 
. Banks and other service 


institution display. 


. Travel display. 
. Animated display, interior. 
. Animated display, window. 
. Anniversary display. 

7. Valentine’s Day display. 
. Easter display. 
- Mother’s Day display. 
. Cotton Week display. 

1. Father’s Day display. 
. Independence Day display. 
. Thanksgiving Day display. 
. Style show setting. 
. Interior “shops”, such at 


own & Country”, “Bud- 
get”, ete. 


. National advertiser’s display. 
. National advertiser’s display 


. Miscellaneous. 


awe 
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. Any displayman in the world may enter this contest. It is 
not necessary to be a subscriber to DISPLAY WORLD. 


. All entries must be of displays installed during the year 
1951. 


. Entry is by means of one or more unmounted black-and- 
white glossy photographs, preferably 8 x 10 inches in size. 
As many entries may be made as desired. No entries will 
be returned. 

. Each photograph must be clearly marked on the back with 
the name of the entrant, store, city, and contest classifi- 
cation. Example: “John Jones, Dexter & Sons, Kansas 
City, Mo. Classification No. 74”. 


5. All entries become the property of DISPLAY WORLD. 


. All entries must be sent to Contest Editor, DISPLAY 
WORLD, Cincinnati 1. 

. Entries may be submitted at any time. All entries re- 
ceived during a given month will be judged for the 
monthly gold medal award for the “Display of the Month”. 
The contest ends December 15th, 1951. 

. The entry judged best in its classification will receive 3 
points and a gold medal; second best, 2 points and a silver 
medal; third best, 1 point and a bronze medal. The en- 
trant who receives the greatest total number of points will 
be awarded a gold plaque, suitably engraved; the one re- 
ceiving the second greatest total number of points will 
receive a silver plaque the third greatest total number of 
points will be awarded a bronze plaque. 

. Each photograph entered will be eligible for only one 
classification. 

. Judging for the annual awards will be done by an out- 
standing board of well-known display authorities. Their 
decisions will be final. 

. Judging for the monthly “Display of the Month” gold 
medal award will be done by the editorial staff of DIS- 
PLAY WORLD. Their decisions will be final. 


. in case of a tie, duplicate awards will be made. 
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Plant the seeds of sales in your 
windows with Magnani 
Mannequins. Display the 
clothes you sell on 
Magnani’s thrilling “Thousand 
And One Nights” — and 

get set for a Spring 

clean-up! 


“figures that really figure...in sales” 
Available in Canada 


magnani 
"lek Mt Core mannequins 


Montreal, Quebec. 
236 West 40 Street @ New York City 
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ACTUAL SIZE 


PLASTIC mew 


SIZE DIVIDERS Available in No. 1 to 60 includ- 
ing 6X, half sizes and blanks 


Check these features: “Duble-Vue” plastic SIZE DIVIDERS are the perfect 


answer to the “stock on rack” problem. They are in- 


* GUARANTEED UNBREAKABLE dispensable for easy identification and separation of 


Sys ‘ sized merchandise, stocked, displayed or sold on racks. 
A new one FREE if it breaks! They slip on and off in a jiffy but WILL NOT 


x HOT STAMPED NUMERALS FALL OFF! 





“Duble-Vue” plastic dividers are guaranteed not to 
break in usage. 


* MADE OF FINEST, VIRGIN COMPLETE LINE OF PLASTIC HANGERS 
“CLOUD WHITE” ACETATE Prompt delivery at prices that 
* CAN NOT FALL OFF RACKS nn and shortages of critial planic 


Yet slip on and off easily and metals. Some numbers are 
z priced below the December 1, 1950 level! 


* VISIBLE FROM ANY ANGLE Take advantage of this prevailing condition and 


Numbers embossed on two sides order your needs today. 


"WE ARE HOLDING THE LINE ow ppicES’ 
WRITE FOR PRICES AND PARTICULARS 


Since 1900 28 NORFOLK ORchard 4-1780 


Stays sharp and clear indefinitely 


STREET NEW YORK 2, NY 





DISPLAY WORLD FEBRUARY, 1951 


George H. Wagner... 


For the past thirteen years Display Director of J. L. Brandeis & Sons, Omaha, 
began his display career as a window trimmer on State Street, Chicago — first 
with Mandel Brothers, and later with The Hub. His chief interest is constantly 
devising the latest and most scientific display technique that will be a super sales 
medium in modern merchandising. Through constructive, informative displays he 
seizes every opportunity to “tell and sell” that large body of “impulse” shoppers 
whose business accelerates sales so much. His hobbies are photography and boating. 


Yes, we’ve grown a lot since 1881 


We've grown from a one-room retail store without electric lights, 
auto delivery cars, elevators, and charga-plates. Back in the early 80's, 
when we were young, your grandparents and your great grandparents 
rode in horse-drawn carriages to do their shopping. Jonas L. Brandeis, 
our founder, believed in giving his customers the same quality goods 
for less money or better quality goods for the same money. Because 
your grandparents and their parents were pleased with what they 
bought, they returned. Their faith in the quality of merchandise and 
the dependability of Brandeis contributed to our achievement. Their 
continued confidence was the incentive which made us grow with 
Omaha. Although we have completed 69 years of service, we are still 
young and are still growing. We don’t want to rest on past achieve- 
ments. Rather, we want to continue to be of service to our customers. 
In the future, as in the past, our constant endeavor will be to live up 


: z ; to the statement: 
Printasign Installation at 


Brandeis of Omaha Yowll Find Everything You Want at Brandeis! 


REYNOLDS PRINTASIGN CO. 


608 SO. DEARBORN ST. + CHICAGO 5, ILL. 
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Better sales in store Tor you! 


Tubular 


See how Sylvania Birdseye 
Lamps add extra buy-appeal 
to Jordan-Marsh Displays 


The great Jordan-Marsh Store in Boston 
knows that good lighting can brighten 
many a sales picture. 

That’s why this company insists on 
Sylvania Birdseye Reflector Lamps to keep 
store and window displays at their peak of 


For, Sylvania Birdseye Lamps offer an 
extremely effective and economical display 
lighting source. They provide sharp, dra- 
matic lighting emphasis . . . exactly where 
you need it. 

And, consider their simplicity! No com- 
plicated parts or adjustments. Reflectors are 
sealed in... never need cleaning. 

Now you can get Sylvania Birdseye Re- 
flector Lamps in sizes and types for every 
display requirement. New, illustrated 
folder describes the complete line. Mail 
coupon for your copy today. 
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FLUORESCENT TUBES, FIXTURES, SIGN TUBING, WIRING DEVICES; LIGHT BULBS; RADIO TUBES; TELEVISION PICTURE TUBES; ELECTRONIC PRODUCTS; ELECTRONIC TEST EQUIPMENT; PHOTOLAMPS: TELEVISION SETS 
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Sn en 


Greatest Selling Wigs 
in the Country=-Ucu-Shape 


They Fit Most Any Head 
without need for measuring 


Vari-Shape are superior in quality . . . stylishly coiffured (see the 
new chignon illustrated) AND: they are designed with a special 
rubber base which secures snugly on most any head. There's 
no need for measuring! 


Bruno's Vari- Shape Mannequin Wigs 
do the Job! 


For attractive mannequin displays, you'll be RIGHT with 
Vari-Shape Wigs. It's the Wig Leader! 


Jom 


NEW STYLE 
CIRCULAR 
AVAILABLE 


New 1951 hair style 
circular shows the 
latest styles — in- 
cluding the popular 
chignon. Use coupon 
below. 

vg 


HERZBERG-ROBBINS, INC. 


457 West Broadway, New York 2, N. Y. 








HERZBERG-ROBBINS, INC., 

457 West Broadway, New York (2) 
Gentlemen: 

Please send me your latest wig-style circular. 


Store Name 
Address 
City... 


Attention: 











TRAINED DISPLAYMEN AVAILABLE 


The NATIONAL DISPLAY INSTITUTE announces the graduation 
of another class in January, 1951. Well qualified men and women, trained 
in ALL phases of Display, will be available for employment. Graduates 
are qualified to accept positions as trimmers of footwear, men’s wear, 
children’s wear, women’s specialty shops, drug and other merchandise 
windows. There is especially a great demand for our women graduates. 


Write or Call PLACEMENT DEPARTMENT 


NATIONAL DISPLAY INSTITUTE 


“The Nation's Center for Display Education” 


617 Chestnut St., Philadelphia 6, Pa. Phone MArket 7-0645 














NEW, ENLARGED 


Display World 


The newly enlarged, cloth bound binder 
for your copies of DISPLAY WORLD is 
now available. Maroon, with title in gold, 
the binder opens flat as illustrated for 
easy reference to the pages of any issue. 
Copies can easily be inserted and removed. 


A. 


MAKES YOUR COPIES OF 

DISPLAY WORLD MANY 

TIMES MORE VALUABLE 
@ Easily holds 12 copies 
@ Keeps copies clean 

@ Handy for reference 

3” each postpaid 


Exchange regulations permit the acceptance 
of orders for the UNITED STATES ONLY. 


DISPLAY WORLD 


CINCINNATI 1, OHIO 











Months before Korea and the critical metals situation, we designed 
an exclusive series of Bronze-and-Lucite Displayers and stock-piled the bronze. 
Today we couldn’t make these fixtures for the prices we’re quoting you. 

They’re built of highest-grade heavy Lucite 

and solid bronze, rustproof and non-corrosive, 

with metal fitments that defy wear and rough treatment. 

Over fifty years of fixture-making know-how 

and point-of-sale testing has gone into them. 

Send today for Catalog DW/76K 

just off the press. 


/) 4 
Pa Wow hue, 498 Seventh Avenue, New York 18 » Dot Williams, president 


MARY BROSNAN MANNEQUINS 





\, From a Butterfly to An Elephant! 


/ DO YOU KNOW .. . that our creations cover 


\ 
Jez practically every phase of decorative displays re- 


gardless of size, coloring or material. 


You are cordially invited to visit our showrooms 
and take a tour through our plant where you will 


see the full scope of our operations. 


— gf ALA —— a 


DECORATIVE PLANT. 


CORPORATION 
136 WEST 24th STREET - NEW YORK 11, N. Y. 
WAtkins 4-4405 


= 
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Modern-Decorative-Practical- 


perforated-. 
"hardbu 


THE NEW VERSATILE PANELBOARD 
For Backgrounds ¢ Mountings * Panels © Displays 
Combines utility and attractiveness. The. tailored multiplicity of the 


uniform perforations, which are perfectly round and smooth, gives 
unusual eye appeal. Panels are easily sprayed or painted. 


Ye" thick tempered hardboard in beautiful natural brown 
color. Perforations are three sixteenths inch diameter. 
Two spacings of perforations are available—1" and 1/2". 
Furnished only in 36"x48" panels. 
$ 9 PER PANEL—36"x48" — on orders of six or more panels. Less 


eae than six panels, $4.25 each F.O.B. Chicago. Prices include crating. 


Speelty — Lager desired -/."" on center or I'' on center. Panels of both 
to make up order for six or more at the $3.95 price. 


q@ IMMEDIATE SHIPMENT 





SAMPLES FURNISHED ON REQUEST 





730 SOUTH WABASH AVENUE e CHICAGO 5, ILLINOIS 








as fresh 
as Spring! 





PHOTO 
MURAL 
FABRIC 


perfect display back- 
ground for any season 





. colorful, photo-scenic reproductions made of 


fine rayon crepe, easily cleaned and stored for use | 
No. 11 GARDEN SCENE season after season. 


In shades of green 
5 panels $55 compleie Sach pant 
Only 341 3 PANEL 100”high, 
! 42” wide 
Order Direct or From Your Jobber 14 Different Murals for Every Season. 
Send Today for Complete Catalog. 


DECORATIVE DISPLAYS 57-57 63rd. St., Maspeth, L. 1, N. Y. 
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CHECK YOUR 


““SALES-PULSE”’ 


ORDER YOUR 
REPORT No. 2 
TODAY! | 


BATIONAL ASSOCIATION 
OF GisPLay taeusTaES 


POEscaTation 


NATIONAL ASSOCIATION 
of DISPLAY INDUSTRIES 


203 No. Wabash Ave., Chicago 1, Ill. 


DISPLAY WORLD 


... proved by 1,290,000 
Customers! 


Sales jumped from 18 to 67% by the use of proved display technics 
for merchandise totally unpublicized in any other way. 
The ability of display to start and sustain sales was 
conclusively proved from the results of a nation-wide study. 
N.A.D.1. sponsored this study which was conducted by N.Y.U. School 
of Retailing. Varied merchandise was used in 58 test 
windows in one store in each of twelve cities. 


1,290,000 customers were covered . . . believed to be the 
largest sampling group in any marketing research. 


Complete details on traffic, readership and sales effect 
brought out by this study are revealed in a 128 page 


book. 
Report No. 2, the second in our Visual Merchandising Series, is now 
available, in a fully illustrated, bound volume. 


Check your “sales pulse” against these records. 
Send coupon below for your copy of Report 
No. 2 — or if you haven’t seen Report 

No. 1 — send for both, $5.00 a copy. 


BEB SESE MBESBE ERB SER ER EH 
National Association of Display Industries 

203 N. Wabash, Chicago 1, Illinois 
Please send me 


. copies of N.A.D.I. Visual Mer- 
chandising Research Series Report No. 2, at $5.00 
each, 


Enclosed is my check for §............... 


City........ at 
BSS ee ee meeeeeeeas SS 
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Now Macy's “Sun 


Uses Module Deca Type Poles in 


“Hemisphere Fashions" is the theme of this outstand- 
ing departmental trim in Macy's men's "Sun Shop". 
The promotion features men's and boy's clothing for 
southern winter vacation wear — Florida, Mexico, 
Central America, Bermuda, Cuba, and points south 
as far as Rio. The theme is set by large charts pin- 
pointing the popular vacation spots in Central and 
South America. "Module Type" Deca Poles are used 
to support a wide variety of travel posters, depart- 


» A colorful and dramatic ledge display in which a a 

~ sectionalized travel poster, cut-out sun and pineapple 
plaques, a copy reader, and an oar draped with ,fish netting, 
are mounted on "Module Type" Deca Poles set oyt and away 
from the background to provide atmosphere and a feeling of 


depth and dimension. 


This striking display, set up in a window over a store entrance, 
calls attention to the “Hemisphere Fashions" promotion in the 
"Sun Shop" by repeating the theme of the department trim. 
“Module Type’ Deca Poles support all elements of the 
display with the exception of the chart which is mounted 

on the back wall of the window. 


The ledge display below demonstrates how “Module Type” 
Deca Poles can be used as design elements in a display with- 
out sacrificing any of their utility as supporting members of 
the trim. The resultant simplicity of design enhances the 
effectiveness and appeal of the display. Note, too, 

how the display stands out from the wall. Wy 


ORDER A 
DECA POLE “STORE-TEST" 
SET TODAY! 


2018 Washington Avenue 
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Shop” for Men 


“Hemisphere Fashions” Promotion 


ment signs, copy readers, and background settings of 
oars and fish netting. The Deca Poles make it pos- 
sible to obtain a feeling of dimension in the displays 
by permitting the mounting of accessory display 
elements out away from the backgrounds, and in 
many cases performing the ultimate service of pro- 
viding the background. themselves. All displays were 
designed and erected under the supervision of Frank 
Sauter, Interior Display Manager, Macy’s-New York. 


This ledge display shows how effectively “Module a 
Type" Deca Poles can be used to provide a back- 

ground for a mannequin setting. Elements ‘of the trim 

are a cut-out pineaople plaque, a photo mural of a tropical 
scene, and fish netting, all of which are supported in space 
by the three “Module Type" Deca Poles. 


Of special note in this broad view of the ledge display in the 

“Sun Shop", is the three-quarter figure in the background at 

left which stands on a platform supported on the Deca Pole 
and from which an inclined display shelf extends down 
to the ledge top. No other support is provided or 
needed when "Module Type” Deca Poles are used. 





Shown below is a general view of the “Sun Shop” showing 
how the “Hemisphere Fashions" theme is carried into the 
aisles with Deca Pole post trims. The department signs visible 
in the background at left and at right are painted on boards 
ie and laced with colored roping inside box frames which 

The best way to measure the value to you of the new Module are mounted on the “Module Type” Deca Poles. Ww 

Type" Deca Pole is to “store-test’’ it in your own display de- 

partment. To help you do this, we have prepared, as a 

package unit, two Standard “Module Type" Deca Poles with 

an assortment of accessory fittings sufficiently complete to 

enable you to fully explore the possibilities of these dramatic 

display props at a relatively small cost. The complete set 

consists of: 

2—MS-36—Standard ‘Module Type'’ Deca Poles to accommodate 

ceiling heights from 31 in. to 12 ft. 6 in. Price, each $! 

2—MS-34-S—Card or Frame Holders. Price, each 

2—MS-35—Face Plates without Flange. Price, each 

2—MS-39—Face Plates with Flange. Price, each 

2—MS-33—Drapery Clips. Price, per dozen 

2—MS-38—Pole Clamps. Price, each 

2—MS-32—Batten Brackets. Price, each 

2—MS-3!1—Picture Hooks. Price, per dozen 

Total 16 pieces, all in ice blue baked enamel finish. Price for the 

complete ‘Deca Pole Store Test Set" 


$39.95 


F.O.B. St. Louis 





ad re ed a 
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To accommodate ceiling heights over 12 ft. 6 in., extra 30 in. 
modules are available at $2.75 each. 


St. Louis 3, Missouri 
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GREATEST DISPLAY UNIT 
FOR MENSWEAR 
IN A 


DECADE 


Perk up Pajama Sales. 
Give ‘em eye-come- 
buy-me appeal. 


Impeccable Dress 

Shirt Display and ex- 

tra impulse soles a 

er Sweaters look Slick, 
Sleek and Desirable— 
Sell Faster. 


wore 
ee 
Shirt and Tie ensem- 
bles displayed with o 54 
crisp, well-dressed 
look thet can't be 
duplicated. 


each 


5 ” 
Nl 


less than 3, $5.75 each 


Master Form Will give your Windows and Store Interior the Most Spectacular and 
Dynamic Display you've ever seen! Created in Thick, Crystal Clear, Sparkling Plastic. 
Will not chip, peel, crack, or discolor. Wipes clean with a cloth. Fits any stand! Tilts 
and Swivels! Equipped with felt pads strategically located to accommodate pins. Can 
be hung flat to the wall. The Last Word in an all-purpose Menswear Display Unit, 
built to give a lifetime of wonderful service. Fantastically low priced for an absolutely 
beautiful, indispensable, Top Quality Product. 





Order Master Form today. You'll be thrilled! You'il display your shirts, pajamas, 


sweaters, sports and dress wear with a professional touch never before achieved. 
Your garments will show off and sell more than any display equipment you've ever 
used before. Especially wonderful for Nylon. Beautifully packaged to reach you in 
Perfect Condition. Complete Satisfaction Guaranteed! 


< 


ed Wing froduclr BELLEROSE, N. Y. 


Gives Sportsweor that 
clean-cut, clearly mas- 
culine, mouth - water- 
ing effect that spells 
Soles. 


1951 
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Showcard Machine Model A, 
one of several models that 
answer all requirements. 


Yes, the use of Showcard Machines is growing by leaps and 
bounds. Modern trends in merchandising call for 
more extensive use of signs and showcards. And for this 


Before you invest... 


job, display men with a careful eye on results 


and costs are choosing Showcard Machines. | INVES TIGA Té 


You should be interested in the reasons behind this swing 
to the Showcard Machines. We say simply that it See the one and only 
represents the most satisfactory, quickest and Showcard Machine 
most economical answer to your sign needs — bef 
ore you buy 


and we back it up with the broadest . % A 
5-year guarantee you've ever seen. sign-making equipment 
Why not find out? 
Write today for all the facts. 
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whole decor, feeling and color are tied in 
with the modernization program. Even new 
mannequins, from children to men’s figures, 
make a part of the storewide modernization, 

But the program does not stop, as far as 
display is concerned, with the actual com- 
pletion of the modernization project. The 
entire program over the store has not yet 
been completed; the first five floors are 
finished—the main floor just prior to Christ- 
mas so that Gimbels might stage its grand 
opening for the “New Gimbels”. Work goes 
on now in the first level basement, and plans 
are to finish modernization on both base- 
ment levels, as well as on the sixth, seventh 
and eighth floors this year. The china and 
glassware sections of the eighth floor have, 
however, been done. 

$ays Mr. Maletich, “We are trying to 
keep the standard high and improve it day 
to day as much as we can.” Such a display 
program has backing from the store’s head, 
Eckhouse, who is very display- 
fully in accord with display 


Joseph im 
minded and 


FEBRUARY, 1951 


on the overall program. Display is empha- 
sized through the entire store, for prestige 
and for visual merchandising which helps 
both to sell and to bring in customer traffic. 
The general program of change from old 
to the new for the store carries on into the 
street windows, where a new, modern treat- 
ment is used in setting up displays. In the 
old period, windows were given over strictly 
for merchandise. Today they incorporate 
new color, new style, and a policy of show- 
ing only the best—to tie in with the new 
Gimbels. 
“In other 
out, “Plain 
disappeared ; 
Gimbels.” 
Mr. Maletich has been with Gimbels’ 
display department for about 20 years, for 
ten of which he has been display director; 
and prior to that time for three and a half 
years he was assistant director. 
Gimbels’ display department is responsible 
for setting up some 70 windows, with 36 


words,” Mr. Maletich points 
old Gimbels has completely 
now we are a new, modern 


Display Is Changing At The 


IMBELS, New York City, has been 
transformed into a beautifully mod- 
ern department store during the 
past months. During the period of pre- 


liminary planning necessary for the trans- 
formation, Luke Maletich, display director, 


) sat in on all committee meetings along with 


= Charles 


Werber, 


representatives 


manager, and 
Raymond Loewy’s 


the store 


from 


} office under whose direction the re-design- 


idising in 


ing of the store was being executed 
Mr. Maletich was consulted on all phases 
or matters pertaining to visual merchan- 


any way, including spaces for 


‘display, proper fixtures, signs, floor cover- 


ings, and furniture for each floor. He worked 
closely with Raymond representa- 
tives, too, in determining the color scheme, 
supervising the murals, and the designing. 
Every single designed to 
show off merchandise to the best advantage 
The are uniform throughout the 
store, a matter of 600 of them, and the 


Loewy 


showcase was 


cases 


of them in the basement stores, and 24 acres 
of interior space. To accomplish such a 
task, the department employs 42 persons 
and operates its own sign, carpentry, and 
paint shops working exclusively on materials 
for interior and window display. The main 
store windows, those facing along Broad- 
way, are changed every week. Every one of 
the street windows is changed regularly 
each two weeks, and those in the basement 
every two to three weeks. 

There is a staff artist for display, and 


—Above is Luke Maletich, display director of 
Gimbels, New York City . . . For the holiday 
season, fluffy pink Christmas trees perched 
atop the new glove counters designed by Ray- 
mond Loewy. Of special note are the display 
shadow-boxes set into the counters, indirectly 
lighted . . . Left, part of the men's clothing 
department; fixtures are of limed oak, while 
louvered panels provide an effective backdrop 
for large framed prints and animal statuary— 
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—At the right is another section of Gimbels 
new street floor, giving an idea of the direc- 
tional signs on the walls... Below, three dimen- 
sional cutouts of jacks-in-the-box and a do 
are an interesting part of the wall treatment 
in the boys’ department. Center aisle islands 
provide space for seasonal and promotional 
display . . . Lower right, a beachwear win- 
dow display; the rear wall is a large painting 
of hotels along an ocean front— 


Gimbels’ displays are original in idea and 
design. At times, even with so large a 
staff, certain properties must be made on the 
outside due to complication of design, lack 
of time or space in the department to handle 
the job. 

Already the new Gimbels’ displays are 
attracting attention. Many inquiries come in 
to the effect: “Is it still the same store, 
and the same people?” The answer is 
“ves”, but with new settings, new purposes, 
and new incentiv 

With the first of the new displays, the 


New Gimbels By CLARA BALDWIN | 


mer. Lighting is indirect, with both incan- 
descent and fluorescent combined in each 
fixture. 

Window areas came in for completely new 
lighting also, and changes there are still 
taking place. In the old order, windows 
were equipped with a 2,000 watt voltage. That 
voltage is being increased to between 5,000 
and 6,000 watts. 

The new lights move on the ceiling by a 
device which will permit them to be turned 
in any direction in the windows. A blower 
or cooling system will be used to reduce 
the heat generated by the powerful lights, 
so merchandise will not be affected. New 
attachments permit use of color slides with 


| 
: 
i 


ease. 

Mr. Maletich prefers using clear or white 
light on merchandise, and reserves color 
for background or staging effects, as well 
as for evening. 

The policy used in arranging displays 

[Continued on page 63) 


beautiful spun-glass Christmas trees used 
in both windows and interior settings 
through the holiday season for the gala 
opening, Gimbels took a first place listing. 
A writer in a retail trade paper called 
“Gimbels’ frothy pink angel hair trees” the 
best dressed trees in town. 

A group of white sale promotion displays 
appeared in Gimbels’ windows early in 
January. The principal prop was a 6-foot 
dinghy with a large sail on which was 
printed: “A white sail? We don’t know a 
dinghy from a poop deck, a tiller from a 
boom, a jib sheet from a scuttlebut, but 
nobody—but nobody—on land and the seven 
seas knows more about a white sale!” 
This was centered in each window, while 
papier mache gulls wheeled about it. The 
sail moved in the breeze created by an 
electric fan. 

In re-designing, counter bases have been 
lowered, allowing more space and accommo- 
dation for both merchandise and the custo- 
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Turning The Spotlight On Jewelry 


By GEORGE T. ROBEY 
Arthur A. Everts Company, Dallas 


for his wares from department stores, the inherent appeal of the merchandise wide and 12 feet deep, the 14 display win- 

gift shops, the drug store and even itself, the attractiveness and quality appear- dows, of the gold-framed shadow-box type, 
by the corner beauty shop, the jeweler ance of your display has a lot to do with agleam with brilliant lighting effects are 
must promote his merchandise aggressively buying stimulus. changed weekly. In business 53 years, the 
to meet the inroads made by these competi- A basic requisite for a beneficial window [Everts store carries diamonds, watches, 
tors. The importance of window displays display program, we realize, is an audience — sterling silver, plated silver, gold jewelry, 
is too often overlooked by the average . .. in other words a large amount of costume jewelry, clocks, figurines and gift 
jeweler. After all, do they not reflect the pedestrian traffic past the store front. With items, china and crystal and social en- 
character of a store? They represent the a location next door to Neiman-Marcus  graving and stationery. Besides the main 
jeweler’s first contact with his customer. and located in the heart of downtown Dallas, store, a branch store is operated in the 
The importance of window displays as Everts has that essential ingredient present exclusive Highland Park shopping district. 
salesmen can not be over-emphasized. They All advertising mentions both stores and 
are the one salesman working day and night, Lighting ot teats le 6 eonbladion of advertised merchandise is always available 
Sundays and holidays, averaging 16 hours a incendéscent. end Mudieiaant tha telbak to at the branch establishment. ; 
day. Surveys have proved, and your own touch jewels with a cool light and preserve Store meetings are held weekly, with 
experience will tell you, that a large portion their clear character, the former to add department managers, advertising director 
of total jewelry sales are consummatec sparkle by reflections from gem facets— and display director attending. At these 


Birt by increasing outside competition from casual window shoppers. Apart from in abundance. With a store front 50 feet 
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—Robey makes good use of tie-ins with na- 
tional advertising, as well as promoting sea- 
sonal events such as Christmas, Valentine's 
day, graduation, and other gift-giving occa- 
sions. The displays on these two pages are 
typical of the store's window presentations-— 


meetings methods, policies, ideas and new 
merchandise are discussed and advertising 
and window schedules are then made up 
as far as a whole month in advance. Copies 
of these schedules are then passed on to 
each department in the store. In this man- 
ner our displays are effectively tied-in with 
current newspaper advertising. 

As for the jewelry display techniques 
we have found effective, let us first consider 
lighting. 

Diamonds are dramatic, and diamonds, 
because of sam | inherent value, require a 
setting of elegance and seclusion. Because 
of their brilliance, they require the maxi- 
mum of light. Well planned lighting is 
just as important to the jeweler as a com- 
plete stock of merchandise for display and 
selling. Review your store lighting 
see that it is doing its part in your selling 
program. 

Particular attention is given to the light- 
ing at Everts. The lighting system is a com- 
bination of incandescent and fluorescent. 
The arrangement was designed to eliminate 
glare and provide an evenly distributed 
lighting for the proper display of merchan- 
dise. Lighting engineers have found that 
the combined use of fluorescent and filament 
lighting provides the best condition for 
displaying jewelry. Fluorescent touches 
jewels with a cool light and _ preserves 
their clear character. Spotlights add sparkle 
to jewels by reflections from gem facets. 
Clear globes rather than the frosted type 
are recommended. Colored lights or color 
screens, while used so effectively in depart- 
ment store and specialty shop displays, are 
not desirable for jewelry displays. 

In the interior of the Everts store, flush 
ceiling spotlights were installed, several 
over each flat top case. Wall case mer- 
chandise is highlighted by concealed light- 
ing inside the cases. For night-time visi- 
bility, of exceptional importance in Dallas 
where window shopping is an _ evening 
diversion, spotlights are installed to focus 
directly behind the front entrance. This 
space is used for special displays, such as 
well appointed table settings on a dining 
table, placed back of the front door after 
the store has closed. 

In the display windows, elevation of the 
merchandise is important. Each window has 
its own specially designed build-up blocks. 
According to display experts, more people 
look at jewelry that is shown on a raised 
platform than merchandise that is shown 
flat on the window floor. Due to brilliant 
lighting, these platforms fade in color very 
quickly and require re-covering several 
times a year. They should never have a 
faded, soiled appearance. In speaking of 
color as a background for jewelry displays, 
the choice should depend on the purpose 
and use of the article. Naturally, colors 
should never clash. Materials which are 
currently in vogue in the fashion field 
can be used effectively as it is with these 
materials that the jewelry will be worn. 
Stay away from high colors, as they tend 
to cheapen the merchandise. 


[Continued on page 68] 
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Looking South Through 


\ JiINDOW by window during the past 
month, New York City display tended 
to move into the leisurely, sunny 
South and the exotic resort spots of tropical 
lands. Here and there was a hint, copywise, 
that the featured fashions would later be 
adaptable to summertitne wear in Manhattan 
and vicinity. Meanwhile, birds, flowers, 
palm trees and wide verandas in warmer 
climated territories were the perfect setting. 
Color, described on the streamer message 
as “Sunset Pink Bonwit's glow-away 
series” offered the mood for a presentation 
by Display Director Gene Moore of apparel 
for the resort-bound traveler (upper left). 
Palm trees, fan coral, sea fans, branches 
and luxuriant tropical leaves were all in 
the pure shade of pink—some flocked, others 
sprayed. The various pieces making up this 
composition were applied to a wood panel 
which was very slightly set out from the 


channel for lighting as seen in the picture. 

The floor was fully covered with salt 
which had been dyed in a matching shade 
of pink. Delicate little ornaments, a combi- 
nation of pink glass balls and metallic 
leaves designed to suggest a lily of the 
valley, appeared here and there across the 
floor of the window. The dramatic quality 
of the swaying palm trees was also trans- 
ferred in the pose of the two mannequins, 
who wore light rosy pinks combined with 
deeper shades. Lighting was in the 
subtle tones of “Sunset Pink”. 


rose 


—Upper left and center, by Gene Moore, Bon- 
wit Teller . Upper right, lower left, by 
Sidney Ring, Soks-Fifth Avenue . . . Lower 
center, by Donald Werden, McCreery's . . . 
Lower right, by John Robert Cobb, Henri 
Bendel's . . . (All photographs by courtesy of 
Virginia Roehl Studio, New York City)— 


Exotic India served as inspiration for a 
series of play tog windows, also at Bonwit 
Teller, with a caption “East India spice 
flavor for resort wardrobe by Tina Leser” 
(second photograph). Flecks of gold were 
sprinkled like spice upon a deeper toned 
floor coloring. A scroll work screen made 
of thin wooden strips was placed against 
a flat blue background. Mannequins in that 
setting wore the featured play togs, both 
Indian in inspiration and design. One man- 
nequin wore Paisley trousers, short and 
banded below the knee, and a rust colored 
blouse. She carried a wicker basket. The 
second mannequin in the same window wore 
a play suit of Paisley with a coat of deep 
green pulled over it, the coat banded inside 
the hem and around the cuffs with rich 
gold braid. On her head this second figure 
wore an unusual basket-type hat trimmed 
with butterflies. Both mannequins were 
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New York Windows 


decked with large bead and coral jewelry 
typical of the East. 

Photographs, blown up and mounted, of 
scenes in Bermuda and taken especially for 
Saks-Fifth Avenue were handled by Display 
Director Sidney Ring somewhat as a 
promontory for the mannequin to gaze 
speculatively upon. 

A large piece of fan coral made back- 
ground for the copy card, which read “Sun- 
burst Colors going South’—the dress 
being an unusual combination of rust, black, 
chartreuse, beige and navy used in hori- 
zontal bands. On the floor of the window 
miniature cottages of tropical architecture 
were posed on a small island of beach sand. 

Scenes painted on fabric, depicting an 
arched gateway covered with ivy, served as 
background for a series of window settings 
at Saks-Fifth Avenue. Two green strips of 
narrow blinds were placed at either side 





of the area. Slightly forward and to one 
side of this setting the mannequin modeled 
a trim suit of “Sophie’s exclusive Southern 
star... Italian silk pesante”. The character 
of the setting was further emphasized by an 
interesting branch executed in wire and 
terra cotta which had been toned a sea 
green and studded with various size sea 
shells. Five larger shells served to dis- 
play accessory items . on one a white 
hat with heavy veil was placed, the veil 
falling gracefully from the hat brim and 
branch to balance the display design. 
Display Director Donald Werden con- 
structed an all white setting at McCreery’s 
to set off by effective contrast a promotion 


—Upper left and right, by Henry Callahan, 
Lord & Taylor . . . Lower left, by Edward 
von Castleberg, Bloomingdale's . . . Lower 
right, by John R. Foley, R. H. Macy & Co— 


By VIRGINIA ROEHL 


Virginia Roehl Studio, New York City 


of “Corals . . . newest of the hot tropical 
pinks seen South” (fifth illustration). 

The scene interestingly suggested a very 
pleasant patio in the moonlight. The back- 
ground thus interpreted adapted a combi- 
nation of shutters, a panel of shirred win- 
dow curtain, a section of a scroll design, 
a white bamboo bird-cage—with the frame- 
work all outlined in small white lights. The 
large palm trees and white pebble covered 
floor further heightened the atmosphere of 
the courtyard for the tropical pink evening 
gowns. 

Columns of bright colored Japanese paper 
ball lanterns were used by John Robert 
Cobb, display director for Henri Bendel, 
as an effective background in a display 
featuring a “Young Timer” frock of bright 
yellow shantung. The strips of lanterns, 
which come nested three together, were of 

[Continued on page 77] 
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are of different depths, which he changes by 
the use of curtains. 

In the Crenshaw-Santa Barbara corner 
window, in keeping with the winter resort 
display trend, Rough used mannequins in 
beach clothes and ski clothes. For props he 
had a plaster sun suspended from the ceiling 
by invisible wire, with yellow cotton rope 
rays coming from it to the floor where there 
was a sun-shaped pile of sand. The copy was 
written out completely in letters of sand in a 
neat script saying, “Sun, sand and snow— 
Let’s go!” 

With men’s wear merchandise Rough used 
enlarged photographs of various national 
parks such as Zion, Yellowstone, Grand Teton, 
etc. The photographs were mounted on combed 
plywood standards in back of the shirt and 
short forms. 

Zipper jackets, slacks and tennis sneakers 
were displayed with a window card reading; 
“For dependability in travel ... May Company 
for reliability in sportswear.” Above it was 


FEBRUARY, 1951 


a picture of the Great White Throne, Zion 
National Park, Utah. And appearing both 
on the window reader and on the plywood 
backing were the words “Go Union Pacific” 
with the red, white, and blue shield of the 
railroad company in relief. “Old Faithful” 
geyser was pictured with sport shirts and 
belted jackets for “Reliability in Campus 
Wear—Young men’s Campus shop—street 
floor.” 

Terry cloth shirts, shorts and robes were 
shown with the “World-famous Grand Can- 
yon, Arizona.” Jackson Lake and the Grand 
Teton mountains were pictured in back of 
suits, hats and leather luggage. 

“For reliability in boys’ wear” there were 
leather jackets, slacks, a bike, a pair of roller 
skates and a picture of Rocky Mountain 
National Park. Shoes were shown “For relia- 
bility in leather goods and Footwear . . . shoes 
and luggage—street floor,’ with a photograph 
of horses, trees, and mountains, and a caption 
saying, “Over 100 Western ranches to choose 


Los Angeles Display Takes Its 


ECENT fashion windows of Los Angeles 

featured outfits for winter resorts of 

every description from snowy mountain 
tops to sunny deserts. Display directors 
highlighted mannequins clad in various resort 
clothes—ski sun suits, and swim suits 
with appropriate properties and back drops. 
In many windows real desert plants such as 
cacti and grasses were used. Also in keeping 
with resort festivities were the gay evening 


suits, 


‘gowns shown up and down the Miracle Mile 
of Wilshire boulevard and from Pasadena to 
» Crenshaw. 


R. E. Rough, display director of The May 


* Company-Crenshaw, did a window in black 


and white by using a backdrop of a_ black 
and white painting of the Beverly Hills hotel 
in back of a blonde mannequin in a_ black 
satin evening gown, and a brunette figure in 
white satin. There was confetti on the floor, 
and white pearls on a black evening bag. 
Rough uses dramatic lighting well and takes 
good advantage of the fact that his windows 


from in Union Pacific’s Ranch Directory.” 
Grass rugs were used in each of these travel 
windows. 

The cosmetics displayed by Ernest Nardini 
at the Broadway-Crenshaw were lighted by a 
crystal chandelier, as pictured. A_ reader 
says, “Elizabeth Arden brings you delightfully 
refreshing, wonderfully helpful cosmetics for 
the woman who knows and cares!” The floor 
was tilted with a beautifully gowned manne- 
quin seated on it. The name of the manu- 
facturer was repeated in cut-out lettering on 
the backwall. 

A furniture window by Nardini combined 
flowered mattresses and a handsome dressing 
table with lighted lamps and crystal perfume 
bottles. The background consisted of a 
picture of the Eiffel tower and _ cut-out 


—All the displays on this page are by Robert 
E. Rough, display director of The May Com- 
pany-Crenshaw— 
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—Upper right, by Robert E. Rough . . . Center 
and at lower right, by Ernest J. Nardini, The 
Broadway-Crenshaw— 


lettering on the backwall—‘Sealy goes to 
Paris for Schiaparelli style.” 
The following displays are not pictured: 
Nardini had, in connection with the winter 
resort trend, a large plastic sun, smiling 
cheerfully and wearing harlequin-rimmed 
ses. S suns were suspended with invis- 
es in several different windows, one of 
which displayed men’s sportswear with a 
reader saying, “Sports-minded choose Hen- 
dan—a_ silk textured rayon gabardine.” 
For the Junior Size shop on the second 
floor of the Broadway-Crenshaw, Nardini 
displayed pink frocks with the plastic sun 
and a card reading, “Resort fashions take 
their color cue from the Painted Desert 
—Dressy Date Dress for desert nights—$35.” 
A black and white window showed shoes 
by Delmanette, Rythm Step, Naturalizer 
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Cue From Resorts 


and Florsheim—the copy: “You will see 
them on the smartest feet—shiny black 
patents look forward to spring.” 

In the Broadway's main corner window 
at Crenshaw and Santa Barbara, Nardini 
used five mannequins dressed in cotton 
separates designed with a Mexican motif. 
For props he had, in the background, a tree 
stump from which hung an olla, and in the 
foreground a _ two-wheeled wooden cart 
drawn by a papier mache burro with a big 
orange flower in his mouth. 

“Waverly Bonded Fabrics Glamorize your 
Home,” said a reader in a drapery window 
in which Nardini repeated a textile design 
on both the mannequin and the backdrop. 
He used various tones of brown, including 
chocolate, tan and beige, in a “Bermuda 
Modern” bedroom which was lighted only 
by the lamps displayed. 

Westwood Village, being the college town 
of the University of California at Los 
Angeles, has display trends all its own as 





By SALLY SHERRY 


it reflects campus _ activities. Display 
Director Russ Teeter of Desmond’s-West- 
wood, having been with Desmond’s for ten 
years and previously at both the Broadway 
and Wilshire stores, uses dramatic theatrical 
lighting. He believes in repeating the color of 
the merchandise in the spots, using red on red 
and blue on blue, etc. In his present men’s 
windows he is using white metal planters 
with real ferns and artificial daisies. These 
modern planters are hung on a wine-colored 
backwall with three fern pots to each 
planter. 

“Go Desmond Dressed in '51,” says a 
card in a graduation window for the boys’ 
shop on the second floor. A mannequin 
wears a smart midnight blue suit and the 
other merchandise displayed consists of 
graduation gift suggestions. The copy on 
the backwall reads, “Something to be proud 
of for Graduation.” The Women’s Shop 
window on the corner of Westwood and 


[Continued on page 50] 
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ROM a small general store at 1617 West 
Chicago avenue in 1914 sprang a chain 

of 16 Goldblatt Brothers department 
stores. Twelve are located in the Chicago 
area, and four in other cities . . . Gary, 
Hammond and South Bend in Indiana, and 
Joliet, Il. The original store was opened 
by Maurice and Nathan, then 21 and 19 
years of age. Althdugh capital was limited, 
the brothers had ‘the priceless assets of 
courage and the energy of youth. They 
acted as buyers, salesmen, stockkeepers, 
shipping clerks, displaymen, or performed 
menial tasks as occasion demanded. After 
school hours they were assisted by their 
young brothers, Louis and Joel, now execu- 
tive vice-president and president, respec- 
tively. Briefly, the chain was founded 
upon the idea of buying more and selling 
for less, to win customer favor by volume 
s, quick turn-over, and low mark- 

up. Although the chain has been in opera- 
tion only 36 years sales have risen steadily 
from $15,000 the first year to over $90,000,000 


Displays Tailored For The 


for the year ended January 1, 1949. Figures 
for 1950, although not yet published, are 
expected to be well ahead of 1949, -This 
dramatic record of growth has no recent 
parallel in retail merchandising. 

It was not until 1936 that Goldblatt 
Brothers secured a location on State street 
when the block-long Davis store at Jackson 
boulevard was purchased. It is the largest 
in the chain in point of floor area and 
sales and houses the administrative offices 
of the company. 

3ecause six other large department stores 
compete for Chicago's business within an 
area of eight blocks, display— both window 
and interior-—is handled in a different manner 
from that which is employed for the outlying 
stores. However, for all locations displays 
are set up for a quick turn-over at a price 
that will appeal to the mass market. This 
necessitates promotional tactics that re- 
quire the cooperation of every employe of 
the departments involved, including those 
in display. 

Bargain tables and counters, discarded 
by many stores in recent years, are impor- 
tant media in mass selling and one finds 
them overflowing with merchandise in all 
Goldblatt stores. 

To create a pleasing general atmosphere 
with the constant movement of a _ large 
volume of merchandise is the job assigned 
to J. Boghosse, display manager, and a 
staff of 85 men and women. He sits in 
with promotional directors and buyers at 
all promotional meetings and _ transmits 
their decisions to supervisory subordinates. 

For the past several years, because of the 








—This seasonal display in the shrubbery de- 
partment at Goldblatt's was on view for three 
months. Grass seeds and growing evergreens 
were planted in soil contained by plywood 
platforms. The house in the background was 
constructed and furnished by the interior dis- 
play department . . . Center, a spring dis- 
play at Goldblatt's . . . The extent to which 
interior displays are developed is illustrated 
in this platform display of college togs— 
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—Top, a section of the corset department .. . 
- » » Center, draperies and matching bed- 
spreads are coordinated with colorful wall- 
papers and paints in the main aisle of the 
drapery department, leading to the interior 
decorator's shop . . . Paper sculptured figures 
of children and animals adorn the walls of 
the Layette Shop, while an assortment of toys 
for infants is arranged above the display 
case— 


growing importance of visual merchan- 
dising at the point-of-sale, interior and 
window display at Goldblatt’s have been 
operated as separate units but the personnel 
is interchangeable on occasion. Interior 
display functions as part of the central 
display department, located on the tenth 
floor of the downtown store, and in addition 
to two 12-man traveling crews that service 
the North and South Side stores, an indi- 
vidual staff of displaymen is in charge of 
all interiors at the main store. All expenses 
incurred in maintaining these traveling 
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crews, all sign work, painting, etc., are 
charged back to individual stores according 
to the service rendered. 

To explain the task assigned to Goldblatt’s 
central display, there are approximately 280 
windows in the chain. Most of them are 
changed every two weeks and in some cases 
changes are made even oftener. In addition 
there is a large number of mannequins 
(75 in the ladies’ ready-to-wear section of 
the State street store alone) that are dressed 
and serviced weekly. There are 30 furni- 
ture settings in that store, and for special 
events, such as the Chicagoland home fur- 
nishings competition, complete homes are 
planned, furnished, and landscaped by the 
staff of interior displaymen. Ledge treat- 
ments are more elaborate in the State street 
store than in the smaller stores and the 
major portion of these props is designed 
and constructed by the central display 
department. Innumerable showcases and 
shadow-boxes on all floors require the 
constant attention of those assigned to the 
different floors. In fact, 90 per cent of 
all properties used for display purposes 
is designed, created, and shipped by the 
central display department. 

The central display department includes 
a silk screen room, well-equipped carpenter 
and spray shops, and an artist whose 
sketches are photostated and circulated to 
crew and store managers. On these photo- 
stats are marked sales dates, shipping dates, 
and installation dates. The required props 
are then shipped to the various stores on 
the specified dates, where the crew managers 
supervise installation. Installations for the 
smaller stores usually follow the pattern 
set up for the State street store but on a 
smaller scale. This means that all stores are 
simultaneously promoting the same type 
of merchandise but its presentation is fitted 
to the type of customer that individual 
store draws. 

All point-of-sale displays, like the win- 
dows, are scheduled four weeks in advance 

[Continued on page 75) 
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Interior Display Around 


ERY day, in every way, the selling 
potential of interior display is achiev- 
ing recognition not only by display 
but by top management as well. At 
convention of the National Re- 
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people, 
pthe recent 


oa 


Ptail Dry Goods Association, New York City, 
peaker after speaker stressed the impor- 
itance of interior display. 


“The point-of-sale is the sole point of 
tprofit for any selling organization,” said 
)Findley Williams of Sears, Roebuck & Co. 
Harold Melnicove, merchandise presentation 
director of The Hecht Company, Washing- 
iton, brought the special significance of 
interior display into sharp focus with his 
tadvice that 75 per cent of the display budget 
be spent on interiors. 

With this kind of support for 
tdisplay in mind, we can turn to view recent 
tdisplay setups which gave store interiors 
an exciting, dramatic, and strong-selling 
character 


interior 


McCreery’s compiled a selection of dis- 
tinctive. cooking and eating utensils in a 
Gourmet Shop which occupies the former 
artificial flowers department (first illustra- 
tion). A rustic atmosphere is created 
through the extensive use of imported simu- 
lated brick wallpaper and natural wood 
trims. The full-length shutters and shelves 
are done in an olive green, contrasting 
nicely with the red of the wallpaper. The 
shop was built under the direction of Donald 
Werden, display director, and James Thomas, 


—Upper left, the Gourmet Shop of McCreery’s, 
New York City; Donald Werden is display 
director .. . Upper right, the boys’ section of 
the new Wanamaker store in Wilmington, 
Dela. . Lower left, the luggage depart- 
ment of the Wanamaker unit in Wilmington 
. . . Lower right, the clock section at Gimbel's, 
New York City; Luke Maletich is display 
director— 





displayman in charge of home furnishings. 

Another retail giant took great strides 
recently when Wanamaker’s opened a new 
store in Wilmington, Dela. The store was 
designed with a view toward maximum 
accessibility of merchandise, making pre-sélec- 
tion and a measure of self-service available. 
In the children’s wear department, for ex- 
ample, girls’ dresses were hung on a rod 
affixed to the front of the counter. Boys’ 
slacks were stacked in counter-high glass 
cases on wood pedestals with open side for 
accessibility (second photograph). In the 
luggage department, a semi-circular arrange- 
ment of shelves as pictured here displayed 
luggage in such manner that size was immedi- 
ately ascertainable, without the necessity of 
digging through mountains of merchandise. 
In addition, by standing luggage on end instead 
of stacking it, each item was made easier to 
get at, easier to replace. 

Backgrounds at Wanamaker’s, Wilmington, 
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The Nation 


are all of mink mahogany except for pickled 
walnut in the sportswear department and oak 
in the men’s and boys’ departments. Display 
cases are done in bleached mahogany. Color 
schemes on the walls above the wood vary 
throughout the store, ranging in pastel tones 
from coral to light pink, from yellow to deep 
buff. The department signs are all of painted 
plaster, standing away from the wall. 
Raymond Loewy’s accomplishments at Gim- 
bels, New York City, are the talk of the 
industry. With deft strokes, Mr. Loewy 
transformed the Gimbel store, and especially 
the main floor, into a light, airy, modern, 
display-wise establishment. Glass counters 
prevail throughout, exposing merchandise 
extensively. Counter corners were cut to 
ease traffic congestion at aisle junctures. 
A most impressive aspect was the handling of 
departmental signs. Panels were drawn onto 
the wall in perspective, with shadows, to give 
a three-dimensional effect without the cost 
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and time involved in constructing three-di- 
mensional signs. Many of these signs were 
dressed up with various motifs painted onto the 
walls, such as the clock mechanisms integrated 
into the identification sign in the clock depart- 
ment and shown here. These symbols were 
done in gold, with outlined shadows, and 
created a tremendously eye-catching effect. 
Luke Maletich is Gimbels’ display director 

In Beverly Hills, California, a lamp shop 
hit upon a typical showmanlike California 


—Upper left, at Stern's, New York City, 
counters i: the glove department are set at 
angles; the display director is Emil Nelson 
. . « Upper right, Macy's South Shop, while 
at the lower left is the store's Sun Shop for 
men; Frank Sauter is in charge of interior dis- 
play . . . Lower right, the North-South Shop 
by E. Meissner, Franklin Simon & Co., New 
York City . .. (All photographs by courtesy 
of Views and Reviews, New York City)— 





By MICHAEL SCOTT 
Views And Reviews, New York City 


idea to dramatize its display of lamps. _On a 
glass panel next to the entrance, Baron’s 
installed a “switchboard” inviting customers 
to press the buttons and thus turn on all 
the lights inside the store. This “switchboard” 
is in operation only after store hours, and 
lights turn off automatically a short time 
after the button has been pressed. Not only 
is this idea valuable in attracting the attention 
of passersby and making them stop to obey 
that inevitable impulse to “press these buttons,” 
but it undoubtedly saves on light bills as well. 
This display is not pictured. 

At Stern’s, New York City, Display Man- 
ager Emil Nelson took full advantage of 
the “wave” pattern established on the main 
floor to move traffic swiftly. Counters are 
set in an interweaving arrangement between 
columns. Along the walls the same pattern 
is carried out. In the glove department, 
for example, blonde wood counters are set 


{Continued cn page 513 
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: OUSEWARES were spotlighted by 

the big stores on State street during 
; the past few weeks and some clever 
Sideas were concocted to get these hard to 
tdisplay items into windows in an interesting 
fand orderly manner. 

Clement Bradley, director of display, built 
promotion of housewares 
jaround a circus theme, using five windows at 
Carson Pirie Scott & Co., each staged as 
fa tamiliar side-show attraction to feed 
Mtraffic to the main exhibit on the seventh 
Moor. Paper sculptured circus animals were 


ja store-wide 
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mounted on columns in the housewares 
section and at strategic locations on all 
floors where traffic is heavy. Working with 
such lowly items as scouring pads, mops, 
can openers, knives, and forks, he fashioned 
ingenious innumerable gadgets 
and included fashions in cotton house dresses 
to reach the distaff side of the household. 

Sackground art on the sky-blue walls was 
in yellows, magenta, orange, and other 
brilliant colors. 

The photograph at the bottom of this page 
illustrates how the theme was utilized to 
present hundreds of handy items in the Wa- 
bash avenue windows that are reserved 
for home furnishings. The palmist's tent 
painted on the wall was topped with a 
brilliant orange duster, the design of the 
palm sketched was completed with a knife 
rack, and the tent was steadied with clothes- 
lines. A narrow panel just back of the 
glass bore the 12 signs of the zodiac and the 
featured gadgets were part of the sketched 
symbols, as for Cancer (crab) the claws 
were a knife and fork, and the body a 
scouring pad; Libra (balance) the balance 
weights were gelatin moulds, and Aquarius 


scenes of 


go Display 


By SHIRLEY WARE 


was represented by a big dipper. 

Marshall Field & Co. sponsored black and 
white for sun and John Moss, 
director of design, used six windows—one 
of which is seen in the second illustration— 
for the promotion. All of the sun fashions 
were white with black or black with white. 
While the were developed with 
diverse techniques, they achieved continuity 
through the theme “Black and white shocked 
with bright,” the shock color being repeated 
by accessories, the props, and the decorative 
intents. In the lead window the contrast 


fashions 


scenes 
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Scene 


in extremes was glamorized by citron in a 
variety of seaweeds and the fishnet sails 
of a fanciful boat, painted dull black, 
anchored to piling ornamented with citron 
seaweeds. As this was an outdoor scene 
Moss employed sky-blue walls to denote 
the illimitable perspective gained from the 
white sandy beach. 

The fashion angle was stressed by Field’s 
in “The long-legged look, straight from the 
Riveria” by long and narrow planks (first 
photograph) of delicate beige and mauve 
tilted at varying degrees to create an un- 
usually designed backdrop that carried out 
the fashion thought. Some of the planks 
were painted while others were covered 
with Oriental matting, the lustrous fabric 
catching the light rays and reflecting ele- 
gance and the contrast in textures. Sports- 
wear displayed splashed color on the neutral 
backwall and the application of a few 
straight, narrow bands of lumber painted 
orange, blue, white, and pink extending 
from the sides of the free-standing wall 
contributed both design and intense color- 
ing. The mannequin in the foreground 
was posed against a 2 by l-inch vertical 
support that introduced a long and narrow 
line of brilliant yellow into the color scheme. 
To establish locale, seaweeds and a huge 
seashell containing costume jewelry were 
placed opposite on a sand floor. The in- 
stallation of the series of four windows, 
all in different moods but playing up the 
significance of the long-legged look as 
fashion’s newest whim, was also under the 
supervision of John Moss. 

An effective means for displaying “Nylon 
Nymphs” from The Fair’s Resort Shop 


—Top displays, by John Moss, Marshall Field 
& Co. ... Left, by Clement Bradley, Carson 
Pirie Scott & Co.— 
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—The upper and lower displays are by Reed 
Schlademan, The Fair . . . Center, by J. Bog- 
hosse, Goldblatt Brothers— 


was a noteworthy achievement by Reed 
Schlademan, as seen at the top of this page. 
The hull of a yacht of gray and white 
was set at a 30-degree angle to cover the 
entire floor area, and the boat was sur- 
rounded with clear cellophane puffed over 
blue wood chips to imply an undulating 
motion. The atmospheric effect was produced 
by a combination of blue and green lighting 
thrown on the sky-blue walls and strong, 
clear lighting over props and merchandise. 

Spring made an early debut in Goldblatt 
Brothers’ State street windows under the 
caption of “Ahoy! It’s a navy blue for 
spring. Get the blues and sail into spring.” 
The theme for a promotion of navy blue 
suits and dresses was employed by J. Bog- 
hosse to capture the marine atmosphere 
closely associated with the season's peren- 
nial favorite. The five windows, one of 
which is illustrated, were constructed as 
scenes through portholes by using a wall- 
board proscenium. Decorative features of 
the matting were cut-out anchors in the 
four corners, the design being completed 
with bowlines of white cording. The white 


cording outlined the subject matter and also™ 


supplied the rigging for a lookout station 
where a paper sculptured seagull, outfitted 
as a sailor, wigwagged the message “Spring 
is calling navy”. Sprigs of bell flowers 
were attached to the guy lines to introduce 
a breath of spring. 

For those with matrimony on their minds 
Reed Schlademan presented a series of win- 
dows keyed to the elegance of bridal raiment 
offered by The Fair (last photograph). 
Shown is one of four in which a bridesmaid 
was posed b of a heart-shaped opening 
in a white wicker frame, the bride and 
another attendant being stationed outside 
the lacy screen. All scenes were identical 
except that the seamless paper background 
picked up the different pastel shade of 
one of the bridesmaid’s gowns so that the 
bride was given a choice of color schemes. 

At Goldblatt Brothers, J. Boghosse con- 

trived to bring house es and electrical 
appliances into a display (not illustrated) 
in which human interest played a significant 
part. Combined dining rooms and kitchens 
and a powder-bathroom were devices uti- 
lized to assemble a wide range of the store’s 
merchandise that duplicated scenes in the 
home. In one scene a housewife had just 
stepped out of a shower concealed by a 
black shower curtain. Meanwhile, in the 
powder room the mischievous twins had dis 
covered that mother’s slippe 
aids make wonderful playthin en e 
is not watching. The bath< contained an 
electric heater, sunlamp, b: 
mats. The plumbing fixt 
cabinet included are alsgee " 
A narrow panel divided the window without 
obstructing the view from either side. The 
decor of the combined rooms was meticu- 
lously developed in chartreuse, black, and 
white. The blotch of black caused by the 
drawn shower curtain was balanced in the 
adjoining section by two black clothes- 
hampers and two black shadow-boxes that 
repeated the frame of the shower compart- 
ment, 
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Display Designer and Consultant 


Arrangement: This Easter millinery display consists 
of several elements combined to form a single 
unit. It is attractive and pleasing in arrangement. 
Merchandise is limited. 


Properties: Dogwood branches with oversized blos- 
soms are placed across the floor of the window and 
an Easter bonnet is shown resting in each blossom. 
Humming birds add a decorative note to the set- 
ting. Copy card is flanked against the display in 
the center foreground. 
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Arrangement: Two units are noted in this Easter 
promotion which is an excellent display for a small 
window. It is simple in its presentation and appeal- 
ing. 


Properties: Against a white brick wall is silhouetted 
a large Easter bunny. The effect is achieved by 
using spotlights on a cutout and throwing the 
shadow on the wall. Mannequin is attired in Easter 
finery and appears to be attracted by the sil- 
hovette. Copy card is shown in lower left of 
window. 
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FEBRUARY, 


Arrangement: This promotion of new spring girdles 
consists of three definite units in interesting arrange- 
ment. It is colorful and eye-compelling. 


Properties: This spring much thought must be given 
to the silhouette — the molded torso for that all- 
important suit. In this display the window is framed 
with lace. Arm forms which support the girdles 
are painted in pastel colors — each a different 
color. Gay spring flowers bank each torso. Copy 
card is placed in lower right corner of window. 
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COMING UP 


Arrangement: This men's Egster hat display con- 
sists of several elements forming a single unit. It 
is neat and simple in construction yet eye-catching. 


Properties: A plywood base is used as a displayer 
for the hats, which are shown on papier mache, 
sun-tanned heads which in turn become part of 
the plant. The leaves are two-toned and the flower 
pots are natural in color. Copy card is flanked 
against displayer. 
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Arrangement: Four distinct units are noted in this 
men's shirt display; they read in a circular move- 
ment from left to right. 


Properties: Extra care in rigging should be given 
to shirts selected for a window debut. Emphasis 
on quality, emphasis on cut, emphasis on material 
— all are worth dramatizing, all appeal to the 
eye. These features are stressed in the copy card 
and a pair of eyes appear to focus their attention 





on these qualities. 


Arrangement: Here is a simple yet well dramatized 
display. It consists of several elements combined 
to form a single unit. Merchandise is limited. 


Properties: This display is a presentation of men’s 
knitted nylon shorts and the special features are 
pointed out and dramatized. Plywood cutouts of 
two wrestlers are shown pulling the material from 
which the shorts are made. A platform is used as 
a support for both the shorts and men. Copy card 
is placed at right of display. 
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The Defense Program's Effect 
On The Display Field 

With the defense program growing in 
scope and intensity every day it is inevitable 
that a great many industries will be affected 
by it, apart from those which have con 
verted from normal production to that of 
making the varied essentials of war. The 
program means the diversion from customary 
fabrics, copper, papers and 
hundreds of other things whose availability 
we usually take pretty much for granted. 
\lready some shortages have developed 
in a number of fields, of which display is 
Just how serious these shortages 
will be can not be foretold with absolute 
accuracy at this time, but it is safe to pre- 
dict that they will get much worse before 
they get better. 

Up to the present the retail displayman 
has not felt the situation very much. It is 
the supplier of display materials and equip- 
ment who is affected and who sees conditions 
worsening from day to day. It is impor- 
tant that the displayman realizes the situa- 
tion as it now and as it probably 
will be in the near future. 

\luminum, steel, copper, brass and nickel 
are a few of the materials on which govern- 
ment restrictions are already applied or defi- 
nitely will apply Others are certain 
to follow. Even if no restrictions were 
formally imposed, “D” orders (defense 
orders) automatically are given priority and 
hence create shortages of materials for 
other purposes. If the present emergency 
follows the pattern of the defense days of 
early 1941 there will be a growing shortage 
of metals, foils, containers, corrugated board, 
motors, gears, certain and reducers, 
some plastics, wire staples, nails, lacquers, 
some papers, lumber, plywood, and labor 

Thus far only a few materials have been 


uses of steel, 


one, 


exists 


soon, 


oils 
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placed on the restricted list by Washington, 
but most of these are used in one way or 
another in display and more are certain to 
be added. It will not be long before the 
displayman will feel the pinch of shortages 

no new experience, since the similar devel- 
opments in World War II are still fresh 
in everyone's mind. 

But as these shortages develop they may 

bring with them the temptation to ignore 
or infringe upon the letter and spirit of 
government regulations affecting such ma- 
terials and their uses. We may see the 
development of “gray” or even “black” 
markets in the display field. Not that dis- 
play was an especial offender during the 
past war. On the whole it was remarkably 
free from any taint of evasion of govern- 
ment regulations on materials, prices, and 
the like. 
' We believe that all display manufacturers 
should, and will, adhere faithfully to national 
orders governing the use of restricted 
materials. 

We believe that every manufacturer and 
displayman should flatly refuse to have 
anything to do with any product whose 
source is questionable. 

Failure to do so would be a discredit 
to the entire industry and to display in 
general. It might result in unfavorable 
publicity which could eventually influence 
government officials to rule adversely in 
making decisions affecting display and the 
products used in display. We must remem- 
ber that in the eyes of officials charged with 
the responsibility of the nation’s defense, 
display hardly ranks as essential. We must 
avoid anything which could augment that 
attitude. 

Some stores already are requiring sup- 
pliers to certify that their merchandise is 
produced in full conformity with current 
national regulations. It might not be a 
bad idea to apply the same procedure to 
the field of display. 

During World War II many displaymen 
learned by bitter experience that in a time 
of shortages it is necessary to anticipate 
needs well in advance. It seems that such a 
time is with us once again. This is just as 
much of an emergency as we faced only a 
few short years ago—perhaps even greater. 
Only time will tell. For the present the 
field can do its part by cooperation be- 
tween the displayman and the display factor, 
with both cooperating to the fullest extent 
with the government. 


Advertising Displays 
In New Location 

Advertising Displays, Inc., Indianapolis, 
is now located at 1729 Superior avenue. 
The company’s sales program is headed 
by Crawford F. Donnelly. 


Old Colony Ad Club 
Hears Talk On Display 

A record attendance was registered by 
the Old Colony Advertising Club, Brockton, 
Mass., for “Display Night” at a dinner 
meeting the evening of January 17. Howard 
Metcalfe, display manager of Dunnington’s, 
arranged the program. The speaker was 
R. C. Kash, editor, DISPLAY WORLD, 
who spoke on “The Circulation and Selling 
Power of Display”. 
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Trips To Mexico Offered 
In Catalina Contest 

In connection with a consumer prize con- 
test sponsored by Catalina, Inc., 443 South 
San Pedro street, Los Angeles 13, the com- 
pany is also offering three all-expense-paid 
trips to Mexico for two to the display 
managers in three different population 
brackets whose entries are judged the best. 
Similar awards will go to advertising men 
for the best ads on the promotion. 

Population divisions are for communities 
of 100,000 or under, 100,000 to 500,000, and 
over 500,000. Entry is by means of an 
8 by 10 photograph, accompanied by a 
50-word description of the display. Each 
entrant will automatically receive a pair of 
Catalina swim trunks or a swim suit. The 
contest closes August 31. 

Full details are available 
on request. 


from Catalina 


Jones Leaves Bonds 
For Bonwit's 

Paul Edmunds Jones is now display mana- 
ger of Bonwit Teller, Chicago, replacing 
Vaughn Fletcher; the latter has joined 
Rich’s, Atlanta, as window display manager 
for the main store. 

Jones left Kay Displays, Chicago, about 
a month ago to head display for Bond's 
State street His successor has not 
been announced. 


store. 


Rioux Directs Display 
For Filene Branch 

In a recent article dealing with the new 
Chestnut Hill store of Wm. Filene's Sons 
Company, Boston, Lee Court was mentioned 
as display director. Court heads display 
for the main store, while Arthur Rioux is 
display director for the Chestnut Hill branch. 


Mendle Completes !0th Year 
As American Fixture Head 

Alvin Mendle, president of American 
Fixture & Mfg. Company, St. Louis, during 
the month of January completed his tenth 
year as head of the firm. During the decade 
in which he has served the company, one 
of the largest in the display field, as presi- 
dent he has also found time to take a lead- 
ing role in the affairs of the National Asso- 
ciation of Display Industries, as well as 
numerous other display activities. 


Leaves Mannequin Field 
For Hess Brothers 

The resignation of Ruth Scott as a repre- 
sentative of The Greneker Corporation, 
New York City, has been made known. She 
has joined Hess Brothers, Allentown, Pa., 
in a sales promotion capacity. 


Nesco Offers Display Racks 
In Display Contest 

In connection with the spring promotional 
plans of Nesco, Inc., large Chicago house- 
wares firm, the company has worked out a 
14-piece envelope of display material avail- 
able with anv order. To encourage displays, 
Nesco is offering $30 kitchenware display 
racks to 100 winners of a window display 
contest sponsored by the firm and which 
concludes on April 1. Full details may be 
had from the firm. 
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...on and off the record 





—It was 100 in the shade when this 
Santa made his appeorance on Chicago 
Display Club Day at the Chicago Fair 
last summer. Mounted atop the giant 
Santa by Silvestri Art Mfg. Company, 
Chicago, are Lou Volz and Bill Camp- 
bell. Volz is display manager of Wal- 
green's and president of the Chicago 
Display Club, while Campbell is with 
Silvestri— 


—Judging entries in a display contest 
for “Style-Mart" apparel are, left to 
right, George L. Prater, president, 
Prater Advertising Agency, Inc.; H 

Loosley, president and display designer 
of Ad-Craft, Inc., and Harvey Smith, 
assistant display director of Boyd's, 

Inc.; all are of St. Lovis— 


—T. A. (Tommie) Garrett, display spe- 
cialist with the South Carolina Electric 
and Gas Company, Charleston, stands 
beside a detail map showing some of 
the company's activities. It was used for 
the state fair exhibit and was designed 
jointly by Garrett and Comer Renfroe, 
manager of the rural division— 


—Above is Eunice Gray, whose first novel 
— "Steffi", about a very unusual girl—will 
be published by Exposition Press, New York 
City, on February 15. In private life Miss 
Gray is the wife of Philip S. Goldberg, 
president of Schack's, Inc., Chicago display 


rm— 





Photographs for this department are 
always welcome. Simply address them to 
DISPLAY WORLD, Cincinnati |. 








—This group is made up of members 
of the Baltimore Display Guild who 
met at a local hospital to donate their 
services and supplies to decorate the 
institution for Christmas— 


—Below is Frank Kiperstin, who started 
in the display business at the age of 12 
with a shop in the basement of his 
home. Later he was with a number of 
Minneapolis display firms. After some 
four years in the navy he formed, with 
Jerome Teener in 1946, the firm of Ad- 
vance Signs & Displays, Inc., Minne- 
apolis. Frank is 29 years old, and is 
married— 
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Wool Display Contest 
Is Announced 

The Wool Bureau, New York City, has 
announced its second nation-wide display 
contest; it is based on the theme “Cloud- | 
Light Wool Is Your Fashion Investment” 

the contest, open to department stores and | 
specialty shops throughout the country, 
features prizes totaling $1,000 in U. S. | 
Savings Bonds. Identical awards will be | 
made as follows in two classifications, one 
for department stores and the other for 
specialty shops: First prize, $250; second 
prize, $100; third prize, $75, and ten honor- | 
able mentions, a $25 Bond each. 

in addition, a special prize of a $100 Bond 
will be awarded for the outstanding wool | 
display in a department or specialty store 
during May. 

Displays should comment on or illustrate 
the ideas contained in the spring-summer 
promotion package on “Cloud-Light Wool” 
which is now being sent out by the Bureau. 

The Bureau’s portfolio includes copy 
ideas and art suggestions for advertising | 
and display departments, merchandise man- | 
agers and buyers. Reproductions and en- 
largements of the art and copy contained | 
in the display section of the portfolio are 
available to displaymen for use as posters 
or window backgrounds. 

Judges of the contest will be Tom Lee, | 
noted merchandise presentation consultant; 
Henry Callahan, window display director | 
of Lord & Taylor, both of New York City, 
and R. C. Kash, editor of DISPLAY 
WORLD. 

The contest will close June 1, and all 
displays must have been on view for at | 
least four days. Results will be announced | 
by July 15. Full details are available from 
the Bureau at 16 West 46th street, New 
York City. 





NADI Chicago Show ELECTRICAL TOOL 
Set For Morrison MANUFACTURER 


Plans to hold the annual Display Market | 
Week of the National Association of Dis- | 
play Industries at Navy Pier, Chicago, | To make point-of-sale dem- 
wie Gar ae Pt tgp Fg’ ane onstrations easier for retail 
YOSSI \ d e e a) P e “ | 
for military training purposes, according dealers, The Black & Decker chandiser, shown here, permits 
to John F. Bowman, Jr., managing director Manufacturing Company, Tow- customers to “plug-in” any tool 
gph oD yoo i ha | son, Md., installed National for quick inspection. Black & 
stead, arfe ements ave “¢ aae 
Electric “Plug-In” Strip in their Decker states: "The Merchan- 


with the Hotel Morrison to house the event | 
merchandising display pieces. diser is not only eye catching, 


and all public spaces such as ballrooms, | 

yarlors and the like will be set aside for the ufactur 

NADI in addition to a minimum of 75 sam- | poe i a ~~ oe Haven appealing and definitely en 

ple rooms. All guest accommodations will | jarbor Industries, Grand Haven, attention stopper . . . but also it 
: : Mich., the Home-Utility Tool Mer- actually helps to sell the tool.’’ 


be reserved for assignment to those attending | 
Market Week, which will take place July | : 
8-13. Versatile and adaptable—“Plug-In” Strip is a completely- 
Official forms for the reservation of ex- : -_ fv re 
hibit space will be in the hands of NADI | wired, multi outlet assembly—outlets every 6" or 18°— 
members by March 1, according to Bowman. ideal for island, counter, floor and window displays as well 
aR as for special display lighting. 

Cockshutt Joins P ry “6 & 
Macy's, Brooklyn LISTED BY UNDERWRITERS’ LABORATORIES, INC. 

Display at the Brooklyn unit of Macy's | Perhaps “Plug-in” Strip can solve your display probl r 
in future will be headed by Edward | NANO Write for f ' klet. 

LLECTAIG PROOLCTS | 


Cockshutt, for the past 12 years with the | 


display department of Bamberger’s, Newark. | Ii] | IIIf 

John Monteverdi, who had been dividing | ere iil Nn ti 

his time between the Brooklyn store and the | ' H at 1I9Rnaa @ ric 
Macy unit in Jamaica, will devote himself | a oucTs CORPORATION 


entirely to the latter as display manager. , = in OF COMMERCE BUIL on 00 
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Easily Built, Low Cost Units... 





/*2CUMBER FALED 
WFAA WALLOBGARD 














SEASONAL DECORATIONS 
OR ART WORK 
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For The Small Store 


RESENTED here is the first of a 
series of features particularly designed 
to be of help to the small store. 

(A) This drawing shows a window back- 
ground especially designed to make the 
installation of a display a quicker and easier 
job for the store with a limited display 
staff. 

The three panels can be of wallboard or 
%-inch plywood nailed onto a 1 by 2-inch 
frame as shown in the small corner cut- 
away detail. 

Note how the side panels are equipped 
with metal key-hole strips complete with 
brackets so that adjustable glass shelves 
can be used. 

The box display units can be made out 
of %-inch plywood and the base platform 
out of a pine board frame covered with a 
plywood top. The small open front box 
displayers are built from pine board and a 
number of these can be made in various 
widths and heights. Plate glass shelves 
are set on top of these so that a step-up 
display of merchandise can be used. 

These box displayers and the three panels 
can be covered easily with seasonal display 
papers, or painted as desired. 

An important part of many good window 
displays is an eye-catching center panel 
bearing a suitable piece of art work or 
poster showing a seasonal scene tying in 
with the type of merchandise in the display. 
Local display houses can supply such posters, 
or on request DISPLAY WORLD will be 
glad to supply this or other 
display material. 

(B) A little applied ingenuity can often 
make possible the installation of a particu- 
larly effective display at low cost. This 
sketch shows how a visit to a local second- 
hand furniture store to purchase an old 
picture frame will pay off in the construc- 
tion of this center piece. The picture 
frame, painted a seasonal color, plus a few 
pieces of pine board will enable you to 
build this unit in short order. 

Such merchandise as ladies’ fashion 
accessories or men’s shirts can be dis- 
played on this handy unit, used either in the 
window or for a feature display on a 
counter top. Use a sheet of wallboard 
for the back of the picture frame so that the 
items to be displayed can be pinned easily 
in position. 

(C) This unit, easily built by a local 
carpenter or store handy-man, can be used 
as a center piece for many window displays. 
In the case of a showing of men’s wear 
the pine boards could be given a natural 
wood finish, while for women’s wear they 
could be painted in suitable seasonal colors. 
Small accessories, such as ladies’ handbags, 
scarfs, and the like can be shown inside the 
two pine board frames nailed onto the 
upright panel, and a spring blouse, for 
example, could be featured on a form set 
on the wider pine base. 

In the case of a men’s wear display, a 
suit on a form could be used for the major 
merchandise, with the tie-in accessories in 
the frames. 

A beautiful 


sources for 


natural wood finish can be 


provided the pine boards by giving them a 
thin coat of flat white paint and then wiping 
off with rags so that a little of the paint 
is left in the grain. A coat of thin shellac 
will finish the job. 

Bear in mind that in some displays two 
of these units could be used, one on each 
side of a center piece. 

This type of unit can also be used as a 
very attractive spot display within the store. 


Institute Offers Film 
On Point-Of-Sale Display 

“Eye Catchets Are Sales Catchers”, the 
Point of Purchase Advertising Institute's 
recently completed 15-minute 35-mm. sound- 
slide film in color which tells the story of 
how advertising at the point of purchase 
increases sales, is now available for showing 
at regular meetings of advertising clubs, 
sales executives’ clubs, trade associations 
and conventions. 

Requests for loan of the film should be 
addressed to J. Kingsley Gould, executive 
secretary, Point of Purchase Advertising 
Institute, 16 East 43rd street, New York City. 

Produced under the supervision of a 
committee of advertising and merchandising 
executives of large national advertisers 
and editors of leading advertising publi- 
cations, “Eye Catchers Are Sales Catchers” 
explains what point of purchase advertising 
is, its importance as a sales tool, and how 
it gets results in the retail outlet. 

The committee that supervised the prepa- 
ration of the film included Parlin Lillard of 
General Foods Corporation; William N. 
Farlie, Esso Standard Oil Company; Carl 
V. Haecker, RCA Victor Corporation; Ralph 
Head of Batten, Barton, Durstine & Osborn; 
John Crichton of Advertising Age; Meade 
Johnson, The Yale & Towne Mfg. Company; 
Murray Koff, Seagram Distillers Corpora- 
tion; Joel Lewis of Printers’ Ink; William 
Sawyer, Johnson and Johnson; James Sig- 
gleton of Sales Management, and E. K. 
Whitmore, president of Point of Purchase 
Advertising Institute. 

The first showing of the film to an ad- 
vertising club was made recently before 
the Syracuse Advertising and Sales Club, 
president, Joseph H. Morrow, de- 
scribed it as follows: 

“It was one of the finest presentations 
which we have ever had before this club 
and was extremely interesting from start to 
finish. For this meeting on point of pur- 
chase advertising we had the largest turn- 
out in more than a year and it was necessary 
to transfer the meeting to a much larger 
hall to accommodate the crowds. The film 
does an outstanding job in clearly de- 
scribing the importance of point-of-sale 
displays and their value in the retail outlet.” 


whose 


Harper Joins Worth's 
As Display Director 

Arthur J. Harper is now associated with 
Worth’s, Waterbury, Conn. as display 
director. He was formerly with Malley’s, 
New Haven, in a similar position. 





ingenuity for sale 


the department store of art materials 


products for the display shop 


We do more than sell Lae materials at 
Arthur Brown & LF 5 We the — 
of display ideas that give th a chance to 
use your own ingenuity; to adapt professional 
display essentials to your own unique dis- 
lay needs! Here are two ingenious display 
Coie that will arouse plenty of interest. 


MODEL O OPAQUE PROJECTOR 


Project a@ life-like screen image that's 4 ff. 
squere or lorger, and make precise, true-to- 

lite sketches! 

If you need a large sketch in 

only to place the. Model O 

in question — 

actual item — and you'll get a larger-than- 

life image from which you can make an ac- 

curate sketch! 

Projects an area 5” x 5” at one time, or 

larger area a section at a time. 


hurry, you’ve 


LARGE PROJECTORS TOO! Send for descrip- 
tive folder showing entire line of opaque 
projectors. 


MITTENS DISPLAY LETTERS 


COPYRIGHT 1949 MITTEN'S DISPLAY LETTERS 


These 3-dimensional letters are ready to use 
at once! They’re inexpensive, they come in 
a ern types, they’re quick to 


display men: Mittens letters 
as neon when you gild them, or 
m with shiny bead fragments! 


are as bright a 
highlight 
Send for folder showi complete list of 
Mittens display | letters. - a 


Visit America’s Largest Art 
Supply Center 


y, inc 


Arthur Brown & Bro 
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Point-Of-Purchase Show 
Set For April 3-4 

Fifty-three of the nation’s top-flight 
designers and manufacturers of point-of- 
sale displays will unveil their newest prod- 
ucts at the two-day exhibit and fifth annual 
symposium sponsored by the Point of Pur- 
chase Advertising Institute at the Waldorf 
Astoria hotel, New York City, on April 3 
and 4, it is announced by J. Kingsley Gould, 
executive secretary of the Institute. 

An estimated audience of 10,000, including 
sales, advertising and administrative execu- 
tives, is expected to attend the exhibition 
to view the latest developments in the field 
of “advertising at the pay-off point”. 

The exhibit will feature counter, window 
and floor displays of lithographed cardboard, 
metal, plastics, wood, glass and tape, and 
many other varieties of consumer and re- 
tailer aids that are mechanical salesmen in 
their use of lights, sound and motion to 
stimulate impulse buying. 

More than 1,209 advertising and _ sales 
executives and advertising agency heads 
will attend the symposium-luncheon on April 
4 at the Waldorf to hear leading users of 

»int-of-sale material discuss merchandising 
hrough the effective use of this medium. 
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PTransporent Shades Used 
By More Than 100,000" 


eA clear, colorless plastic shade for dis- 
lay windows which, according to extensive 
aboratory tests, completely protects mer- 
fhandise against sunburning and _ fading 
s now being used by more than 100,000 
etailers throughout the country,” states 

representative of Transparent Shade 
ompany, 501 North Figueroa street, Los 
ngeles 12. “Patented under the name of 
Infra-Chem’, these shades are completely 
ransparent to ordinary visible light yet 
olid as a brick wall’ to the scorching 
nd bleaching ultra-violet rays. Basically 
sheet of acetate, it is impregnated with a 
hemical substance which filters out the 
amaging invisible infra-red and_ ultra- 
jolet rays from the sunlight, while letting 
os harmless visible rays pass through. 
} “The importance of clear ‘Infra-Chem’ to 
ttailers becomes obvious when it is rea- 
zed that more than an estimated million 
dollars was lost last year because of the 
damage done to goods on display through 
fading and burning, not only by direct 
sunlight but also by sun rays reflected from 
the sidewalk and up through the window 
under the awning.” 

Added information can be had direct from 
the company on request. 


Black Light Unit 
Is Self-Contained 

Called by the manufacturer “the most ad- 
vanced light source yet available in the 
field” of black lighting, a self-contained 
ultra-violet lighting source is being marketed 
by Scientific Instrument, Inc., Homecrest 
station, Brooklyn 29. It combines instant 
starting. a longer life with an expectancy 
of 10,000 burning hours and more, cool 
operation, light weight, and 100-watt power 
consumption. The unit is made under the 
designation of BL-U300. Literature will 
be sent on request. 


Your New York BUYING WUivE 


Victor Haida Displays, Inc. 
Acrylite Products, Inc. ses'eaar ae ae aie 


— , ROMO, | DESIGNERS & MANUFACTURER 
FINEST IN DISPLAY FIXTURES or Chan bate 


Plastic — Wood — Metal Largest Showroom in the Country 





Allied Display Materials, Inc. David Hamberger, Inc. 
65 Madison Ave. MU 5-6487 7 115 West 31st St. PE 6-0464 


NOVELTIES, ARTIFICIAL FLOWERS & MANUFACTURERS OF DISPLAYS 
DISPLAY MATERIALS Artificial Flowers, Functional Units, 


For Windows and Interior Store Display Backgrounds, Novelties 





Arts & Flowers Displays, Inc. A. Lutz 
43 West 5éth St. Cl 7-6848 | 3 West !8th St. CH 2-6264 


ARTIFICIAL FLOWERS and FOLIAGE REED AND RATTAN DISPLAYS 


Display Novelties and Accessories Display Units, Frames, Screens, Novelties, Fixtures 





Bliss Display Corp. Magnani Mannequins 
460 W. 34th St. BR 9-5750 | 236 West 40th St. PE 6-3593 


DISPLAY PROMOTIONS MANNEQUINS 
Display Settings, Novelties, Animated Displays Ladies’, Misses’ and Children's Models 





Bois Smith Studios Maharam Fabric Corp. 
228 West 39th St. LO 4-6454 | 130 West 46th St. LU 2-3500 


DISPLAY FABRICS & ACCESSORIES 
WINDOW & INTERIOR DISPLAYS, Sides ie aaa 


_ARTIFICIAL FLOWERS Los Angeles 1113 S. Los Angeles 





Bonafide Display and Decorative Co. Messmore & Damon, Inc. 
61 West 37th St. WI 7-7965 | 1461 Park Ave. TR 6-3530 


ARTIFICIAL FLOWERS and FOLIAGE MECHANICAL DISPLAYS 
Original Creations for Better Displays Papier Mache, Industrial Exhibits and Dioramas 





Natural Creations, Inc. 
L. J. Charrot Co. 233 Fifth Ave. LE 2.2377 


36 West 37th St. Wi D-10e7 FOLIAGE NOVELTIES, 


ARTIFICIAL FLOWERS DISPLAY DECORATIONS 
Display Units, Novelties and Decorations Creative Displays — "It's a Natural” 





Colonial Decorative Display Co., Inc. Thomas Pace Co., Inc. 
70 West 40th St. WI 7-0230 | 506 West Broadway GRamercy 7-0778 


ARTIFICIAL FLOWERS ARTIFICIAL FLOWERS 


Decorative Display Units, Novelties and Decorations Decorative Display Novelties 





po ge viel wage Bo Result Displays, Inc. 


13 West 27th St. MU 6-1798 | 503 West 33d St. LO 3-5900 
ARTIFICIAL FLOWERS, DISPLAY 
fo Ath el PLASTIC TRAYS AND HANGERS 


Bert Greenbaum Werner Leburg A quolity product priced right 





Decorative Plant Corp. Nat Siegel, Inc. 


MANNEQUINS AND DISPLAY 
ARTIFICIAL FLOWERS EQUIPMENT 


Display Settings, Novelties, Units Distinctive Display Fixtures and Novelties 





The Display Equipment Corp. D. G. Williams, Inc. 
147 West 37th St. BR 9-8450 | 498 Seventh Ave. LA 44069 
Manufacturers and Distributors of Exclusive 
CORONET & WINDSOR MANNEQUINS & DISPLAY FIXTURES 


MANNEQUINS Display Novelties and Equipment 








Frankel Associates, Inc. 
218 West 47th St. Cl 7-0060 SAVE TIME — DO YOUR 


DISPLAY FABRICS & ACCESSORIES DISPLAY BUYING IN 


127 N. Dearborn St., Chicago; 
424 Book Bidg., Detroit; 819 Santee St., Los Angeles NEW YORK 


It's Always MARKET WEEK in New York 


ay 








* pulfing ideas into FEMININE HEADS! } 
an | | | 


From the showrooms and plants of these famous New York rae 
Yor. en firms come the ideas, inspirations and equipment 
ane which have helped make successful literally thousands 
of display promotions in the nation's leading stores. 

From their skill and long experience come display products 
that put ideas... buying ideas! ... in feminine 
minds at the point of sale. Think first of these 
firms when you think of display requirements .. . 
for it's always Market Week in New York. , y/ 


Use these columns os 
your buying guide on 
next New York 


aor 











Turn More with 


TURNMORE 


TURNTABLE OF THE YEAR 


Big in Value . . . Low in Cost 
Made in 5 Useful Variations 


Turnmore is built better 


Just 2%" high 

Complete with 10'' painted top, Under- 
writers’ Approved Line Cord 

Long, long bearing centers 

All weight supported on ball bearing 

Sturdy all-steel wide spread base 

Efficiently engineered off-center drive. Motor 
turns precision gear, does not in any 
way support the load. 


' Turnmore works better 


Positive A.C. Only synchronous drive 
Amazingly quiet and efficient 

Handies rated load effortlessly at 2 RPM 
Can be tilted or run vertically 


Turnmore is priced better 


Engineered like heavy-duty GDM turntables 
Yet sold complete ready to plug in and 
use for half the price. 


» Five Basic Models 


Continuous horizontal rotation 
Rated at 5 pounds with 10" disc 


Continuous vertical rotation 
Rated at 3 pounds with 10° disc 


rotation 


Special bearings to support light sus- 
pended load. Easy to mount bracket. 


Multi-Stop rotation 
Stop-and-go action. | to 12 stops. 
Choice of 3 lengths of dwell. Positive 
indexing. |! pound vertical, 3 pounds 
horizontal 


Conti ided. 
iP 








Collector rings 
Plug-in wired into top for continuous 
lighted motion. 


GALE DOROTHEA 


Animation Mechanisms for Display 
Jackson Heights, Long Island, N. Y. 


Engineering details of Turnmore 
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| Werden Resigns 


At McCreery’'s 

The resignation of Donald Werden as 
display manager for McCreery’s, New York 
City, has been made known. His future plans 
have not been divulged. Werden was for- 
merly in charge of display for Dunham's, 
Trenton, N. J., before joining McCreery’s 
in 1949, 

Following Werden's resignation, Walter 
Hazeltine has been appointed as head of 
the department. He has been assistant to 
Gene Moore, Bonwit Teller, for several 
years. 


| 

Russell Shaw Named 
By Dickson-lves 

Russell D. Shaw has been appointed dis- 
play manager at Dickson-Ives, Orlando, 
Fla., where he had been assistant for the 
past two years. Prior to that time he was 
a scenery technician with Hollywood motion 
picture studios. He succeeds Rene Marien- 
thal who resigned recently. 
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Hailparn Heads Division 
In Civic Campaign 

Albert Hailparn, executive vice-president 
and director of sales of Einson-Freeman 
Company, Inc., Long Island City, has ac- 
cepted the chairmanship of the Graphic Arts 
Division of The Legal Aid Society’s 1951 
fund raising campaign. The Legal Aid 
Society is asking for $300,000 to continue 
its work of advising and representing those 
who can not afford the services of an at- 
torney in private practice. 


Product Presentation 
Adds Marriott 


John B. Marriott has joined Product 
Presentation, Inc., 1044 Gilbert avenue, 
Cincinnati 2, as general administrative 
assistant and account executive. He was 
formerly for many years with Burton-Rod- 
gers, Inc., of the same city. Product Presen- 
tation specializes in exhibits, industrial 
designs, and displays. 








STARTED IN DISPLAY AS A FIXTURE 
Boy AT MACYS, NEW YORK CITY, 38 
YEARS AGO... THEN FOLLOWED 
POSITIONS WITH VARIOUS FIRMS. 
WAS DISPLAY MANAGER FOR RIKE- 
KUMLER CO. AND NATIONAL CASH 
REGISTER CO., DAYTON ; UNION CO,, 
COLUMBUS; ERNST KERN COMPANY, 
DETROIT: D.W. READ COMPANY, 
BRIDGE PORT, CONNECTICUT. 





ative NARDIN) DISPLAY STUDIOS ... FainfiELo, conn. 


Has HELD A NUMBER OF 
OFFICES IN DISPLAY OR- 
GANIZATIONS AND WRITTEN 
MANY ARTICLES ON DISPLAY. 

AT PRESENT HE IS EASTERN 
AEPRESENTATIVE OF NARDINI 
DISPLAY STUDIOS, HOLLYWOOD, 


HOBBIES: CREATING DISPLAY 
GADGETS AND DESIGNING 
LABOR SAVING DEVICES, 
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Because FORMOSELLE 


combines all the features 


you need—a revolutionary 


new form. It’s light weight 
(12 oz.) and will not chip. 


Striking because of its high 
styling, plunging neckline, 
and the multiple color finish. 


The cavity in back of 
FORMOSELLE is designed 
for tucking in the garment 
eliminating 95% of the pins. 


Sensational because it is priced 
to sell for less than all similar 
forms; fleshtone $3.25 each. 


(Packed 3 and 6 to a carton). 


formoselle 


formo displays company « 123 so. front st., burbank, calif. 








DISPLAY: W O'R ED 


Add DEPTH and SPARKLE 
to your displays with 


AMPLEX 
POTS and FLOODS 


THE COMPLETE LINE of Amplex Spots and Floods gives you 
the right combination to accent your displays to their greatest 
advantage. These lamps have far greater service life, too. And a 
pure silver, sealed-in reflector gives you a new high in lighting 
punch. That's why more and more display men are turning to 
Amplex Spotlites for highlight effects...to Amplex Floodlites for 
moderately diffused beams. 


HEAT-PROOF BASES 


Amplex Spots and Floods both feature the Amplock base .. . the 
exclusive locked-in, all-mechanical base that is guaranteed never 
to loosen no matter how high the operating temperatures. 


FULL STORY 


For better display lighting, for new efficiency and economy, get 
the full Amplex story. Write Amplex Corporation, Dept. B-2, 111 
Water St., Brooklyn 1, New York. 


There's a complete line of 
Amplex Spots and Floods 
.. exactly the _ wattage 
and type of bulb for every 
purpose. 


Sealed-Beam Reflector Lamps, Colorbeam Lamps, Spotli and Floodli Industrial 
Infra-Red Heat Lamps, Vibration and Rough Service Lamps, Street Lighting Lamps, 
Traffic Signal Lamps, Incandescent Lamps, Fluorescent Tubes, Display Accessories. 
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LOS ANGELES DISPLAYS 
[Continued from page 31) 


Weyburn features mannequins dressed in 


| navy blue gabardine suits accented by white 


blouses and a bit of red on the navy hats. 
In the background there is white cotton 
rope from ceiling to floor, with sea-weed 
fans lacquered blue and pinned on the ropes 


| along with an abstract design of wood, also 
lacquered and a little white wooden sailor 


cutout. 

Display Director Karl Eseman of Sears- 
Westwood uses fluorescent lighting at the 
tops and perimeters of his windows, and 
movable flats connected by screen door 
fasteners. He has arranged furniture in his 
corner window to make an attractive interi- 
or. The copy on the backwall reads, “Har- 
mony House colors that go together: Mint 
green, dawn gray and Victorian rose.” 
Another card announces that now on display 


| in the drapery department there is a minia- 
| ture “Harmony House” designed by the 


famous miniaturists William and Grace 
Meyercord Steeves. This little house is 
mounted on a stand of its own in the drapery 
department where one can walk around it 
and look into each of the four little rooms 
through glass. The roof is removable, but 
this is only for lighting purposes, as the 
rooms are lighted from the ceilings which 
look like flash glass, but are actually only 
paper. The furnishings of the house are 
in conventional decor and perfect detail, 
even to unbelievably tiny Chinese figurines. 


Hines Promoted 
At The Globe 
The appointment of James J. Hines as 
display manager of The Globe Store, Scran- 
ton, Pa., has been announced. He has been 
with the store’s display department for five 
years and succeeds Kenneth Monahan, who 
died a few weeks ago. 


"Dusty" Rhoads Joins 
Wasson's, Indianapolis 

F. A. “Dusty” Rhoads, formerly in charge 
of display for the Electric Power Board 
of Chattanooga, has been appointed display 
director for H. P. Wasson Company, 
Indianapolis. 


Roney Heads Display 
For Siegel's, Detroit 

Following the resignation of Norman 
Earle, who had been display manager for 
B. Siegel Company, Detroit, for the past 15 
years, the store has announced the promotion 
of Charles Roney to fill the vacancy. The 
latter has been with the firm for six years 
and formerly handled display for a branch 
store for which he will continue to super- 
vise display. Earle’s plans are not known 
at this time. 


Sikes Succeeds Williams 
At Cohen's, Jacksonville 

Henry Sikes, first assistant for the past 
eight years, has been named display manager 
for Cohen Brothers, Jacksonville, Fla., 
following the promotion of Ray Williams 
to the position of sales promotion manager. 
The latter had been in charge of display 
for nearly 25 years. 
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INTERIOR DISPLAY 
[Continued from page 35) 
at angles and are trimmed in chrome (upper 
left). The overlapping wall also is con- 
structed in a wave pattern, with panels 
mortised out into which are set cut-out 
wood letters lighted from behind. 

“Going South” is a major operation in 
January and February. Stores gear them- 
selves to the influx of shoppers whose 
tickets bear the Florida destination stamp, 
and also those who pack up their skis for 
a trip to Canada and other points north. 
Macy's South Shop is a carnival of colors 
against a dominant yellow theme on the 
walls. Travel posters were used as props 
throughout, displayed from poles at island 
units in each department. In the South 
Shop for women, smiling suns were painted 
onto the walls, brightly lighted by plenty 
of overhead — illumination. The island 
featured one mannequin dressed in lavender, 
with various materials entwined serpentine- 
style between the poles which displayed the 
departmental sign and a _ travel poster. 

A separate Sun Shop for men’s resort 
wear was organized around Macy's perennial 
“Hemisphere Fashions” theme. Offering 
merchandise ranging from straw hats 
through beach wear to dinner jackets, this 
shop also based much of its display upon 
travel posters. An island at the entrance 
to the shop features a mannequin dressed 
in formal wear, with a Macy ad for the 
department at his feet and the departmental 
sign, which was also used in several other 
spots, above the back wall of the island. 
Macy's interiors are created under the di- 
rection of Frank Sauter, interior display 
director. 


. ° . . ° | 
A combined North-South Shop was in- 


stalled at Franklin Simon by E. Meissner. 
A profusion of color, much of it achieved 
by the merchandise itself, marks this de- 
partment. The entrance is set between 
simulated brick walls and green foliage. 
A faceless mannequin and a_ blue-green 
sail with white letters announcing the shop 
stand on an island at the left of the shop's 
entrance. Overhead light fixtures are a 
bright red, with chairs covered in bold 
colors. 


Sciandra Appointed 
By Buffalo Store 

Formerly assistant display manager at 
Flint & Kent, Joseph Sciandra has joined 


Oppenheim Coilins & Co., Buffalo, as dis- | 


play manager. 








COMING UP! 


National Sew and 

Save Week Feb. 17-24 
Brotherhood Week Feb. 18-25 
Washington’s Birthday Feb. 22 
National 4-H Club Week Mar. 3-11 
Farm Day Mar. 8 
Camp Fire Girls 

National Birthday Mar. 11-17 
Girl Scout Birthday Mar. 12 
St. Patrick’s Day Mar. ‘7 
Palm Sunday Mar. 18 
National Wild Life Week Mar. 18-24 
Easter Mar. 25 
Conservation Week Apr. 1-7 
National Boys’ Club Week Apr. 2-8 
Sunday School Week Apr. 8-14 
Pan-American Day Apr. 14 
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5 BIG REASONS WHY 


AMPLEX SWIVELITES 


GIVE MOST FOR YOUR MONEY! 


Amplex Swivelites in department store jewelry section. 


HERE THEY ARE...5 reasons why Amplex 
Swivelites are your one best buy for accent lighting: 


1) Smartest modern design; 


@ Enduring, glossy satin aluminum finish; 


© Airflow ventilated hoods reduce burn-outs; 


Double-ball swivel with instant, positive, 
fingertip control; 


oe “Adapt-a-Unit” construction; basic units com- 
pletely interchangeable. 


Get the whole Amplex Swivelite story. Just write 
Amplex Corporation, Dept. B-2, 111 Water Street, 
Brooklyn 1, New York. 
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TURN TABLES 


THAT ARE TIME-TESTED 
DEPENDABLE PERFORMERS 


Ruggedly constructed, heat-treated 
steel gearing resists wear indefi- 
nitely under continuous operation. 
Use of spiral gear drive affords 


smooth, effortless transmission of 
power from motor to revolving turn 
table. Reduction gears sealed in 
oil for quietness and efficiency. 


Friction drive allows display to be 
ee urposely or accidently 
without damage to gearing or 
motor. Precision built throughout. 
Finest ball bearing. 


Model No. 500 396" 
Complete .......... 

With A.C. 18-watt current consumption 
motor of balanced load capacity of 200 
Ibs.; 12" diameter aluminum enclosure 
and 8 foot heavy duty UL approved cord 
ond plug. Shipping weight 15 pounds. 
Speed 3 R.P.M. Overall height 514". 
Electrical contacts for illumination $10 
additional. 


Available in 75 and 500 
Balanced Load Capacity. 
Prices on request. 


ART R. COHEN CO. 


810 PENN AVE., PITTSBURGH 22, PA. 
MEMBER NADI 
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Addresses Highlight 
VMG Meeting 


r [ ine Visual Merchandising Group of 
the National Retail Dry Goods Asso- 
ciation held its annual meeting at the 

Hotel Statler, New York City, on January 

10. While it joined with the Sales Promo- 

tion Division of the NRDGA in several of 

itd sessions, the meeting on the 10th was its 
exclusive session. 

At that time the VMG chairman, Harold 
K. Melnicove, of the Hecht Company, Wash- 
ington, and W. Arthur Gray, Lansburgh 
& Brother, Washington, ex-chairman of 
the Group, presented seven of the authors 
of the VMG Display Manual which is in 
preparation and is expected to be published 
some time this spring. The Manual, which 
will sell for $7.50, will contain articles 
by many leading experts in the field of 
visual merchandising. It will have a page 
size of 8% by 11 inches, will contain ap- 
proximately 150 pages and a similar number 
of illustrations, and will be bound in loose- 
leaf form. 

Featured speakers at the session were 
Peter Copeland, A.IL.A., Peter Copeland 
Associates, New York City, who discussed 
“The Relationship of the Display Depart- 
ment to Store Planning’; Moris Ketchum, 
Jr. A.LA., Ketchum, Gina & Sharp, New 
York City, whose topic was “Color in Dis- 
play”; Findley Williams, national store plan- 
ning and display manager, Sears, Roebuck 
& Co., Chicago, who talked on “Merchan- 
dise Presentation as it Applies to Chain 
Stores”; Tom Lee, Tom Lee, Ltd., New 
York City, “Designing Displays”; Henry 
F. Callahan, Lord & Taylor, New York 
City, “The Promotion of High Fashion”; 
J. Kingsley Gould, executive secretary, 
Point of Purchase Advertising Institute, 
New York City, “Manufacturers’ Views 
on Display and Point of Purchase Dis- 
plays”, and William P. Wyatt, display direc- 
tor, William Hahn & Co., Washington, 
who discused “Display Settings on a Mass 
Production Basis”. 

The 1950 winners of the annual contests 
staged by the NRDGA to determine out- 
standing window and interior displays 
were announced by Irving C. Eldredge, 
assistant manager of the VMG, who pre- 
sented awards to the winners. Names of 
those receiving awards will be found at the 
conclusion of this article. 

Excerpts from several of the addresses 
given at the VMG session follow. 

Morris Ketchum stated: The color hori- 
zon in merchandise display extends far 
beyond the immediate background of any 
one display. It includes the entire environ- 
ment around that display—the materials, 
textures, lighting, colors that make up the 
store itself. Just as a stage designer works 
with props, scenery and lighting as well 
as costumes, so the display director must 
use the walls, ceilings, fixtures, lighting 
and colors of his merchandising environment. 

Today as never before he has at his 
command the cooperation of a team of ex- 
pert stage hands whose job it is to create 


that enviroment. This team—the architect 
and his technicians—provides the theatre for 
his activities. They work with him to create 
the permanent and semi-permanent scenery 
for his display production. Merchandise 
display is the logical climax of store design. 
The display environment is the end result 
of the store architect’s endeavors to provide 
—in terms of space, structure, equipment— 
the right setting for the goods on sale. 

Setting the stage for display is a far 
more complex task than that of assembling 
the scenery, props and lighting for a Broad- 
way production. In the theatre, there is only 
one point of view—that of a seated and 
motionless audience whose attention is 
directed towards a_ single objective—the 
stage. On the store front and within the 
sales area the audience of shoppers is on 
its feet, in constant motion on its journey 
from store front to entrance door to sales 
counter. Stage setting, actors, and audience 
are constantly intermingled. On the -way, 
this audience views a dozen stages, each 
with a different story to tell. The | focal 
displays that start in the sidewalk show 
windows must be continued in each sales 
department or the urge to buy will die at 
the entrance door. 

On each merchandising stage, the actors 
are the goods on display. The cast con- 
sists of the principals—focal displays of 
merchandise—and the chorus—long lines 
of repetitive merchandise units stocked 
in sales fixtures. These sales fixtures form 
the scenery for the chorus—backgrounds 
that are usually more subdued, less flam- 
boyant, more permanent than those which 
serve the focal displays. Today, sales 
fixtures have been simplified to the vanishing 
point in order to transform them into un- 
assuming display backgrounds for their 
own merchandise. The backdrops for the 
more important focal displays are less 
permanent and more flexible so that they 
can be varied from week to week and day 
to day. They are more prominently located 
and more intensely lighted—to catch the eve 
and then lead attention to the goods within 
the sales fixtures. Above, around and 
beyond the immediate backgrounds of both 
focal displays and visible stock is the over- 
all display scenery — the walls, floors, 
ceilings of store front and sales depart- 
ments. When the store front is visually 
open, the background scenery is the same 
indoors and out; with a closed front, the 
outdoor show acts as a curtain raiser for 
the play. 

Indoors and out, textures, lighting and 
colors must be carefully chosen to comple- 
ment and dramatize the displays involved. 
Materials—woods, metals, fabrics and all 
the rest—should have appropriate character, 
texture and color. Smooth or hard, rough 
or smooth, dark or light, warm or cold 
finishes help to meet the color requirements 
of each display problem. After that, light- 
ing is the most vital aid to display. Light 
is color, for it is only with light that dis- 
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play colors and their backgrounds can be 
seen. Focal displays can be dramatized 
with light, stock in the sales fixtures brought 
out less emphatically, and backgrounds kept 
remote and subdued. Carefully measured 
lighting gives depth, life and color to dis- 
play. 

Color should be analyzed in terms of 
value, tone, intensity and texture. Color 
values range from light to dark, from black 
to white. A black and white photo of a 
vividly colored interior is a good example 
of the reduction of colors to their values 
in terms of light to dark. Pure black and 
white can be used to brighten and intensify 
other colors by contrast, but black used in 
quantity can be depressing and dangerous. 
Color tone is measured, like heat, by its 
degree of coolness or warmth. Gray is the 
neutral borderline between warm reds and 
yellows versus cool greens and blues. Color 
intensity, like light, is measured by its 
strength—from pale to deep. The same color 
can be vibrant or dull, according to its 
intensity. Color texture is determined by 
the surface material used—rough to smooth, 
dull to shiny—with the light reflecting 
characteristics that such surface textures 
imply. 

The art of display starts with the merchan- 
dise, then goes on to create the background 
with which to dramatize that merchandise. 
Color in display starts with the merchandise 
color, then organizes its surrounding colors. 
Since the chatacter of the product to be 
displayed is the one fixed and unchange- 
able element involved, its own color charac- 
teristics will determine the color scheme 
around it. This enclosing color scheme will 
then be based on a logical interplay of 
foreground and background colors, set off 
by the right lighting. 

After the color characteristics of the 
merchandise to be displayed have been 
analyzed, the next step is to accent these 
successfully with an appropriate color en- 
vironment. Contrast is the all-important 
element. 

In order properly to use the entire sales 
environment as a display background, both 
color contrast and color camouflage must 
be employed. Color camouflage can modify 
the apparent proportions of the sales space, 
blot out unimportant wall, ceiling and floor 
surfaces, eliminate details unrelated to the 
display theme. Color contrast can then call 
immediate attention to the display itself. 

There are many ways of organizing the 
color values of background surfaces so 
that they complement but do not compete 
with foreground display areas. First, wall, 
floor and ceiling surfaces can be separately 
defined with different colors in subdued 
harmony. Second, the ceiling can be given 
a strong color value, the wall and floor 
surfaces washed out in colors of similar 
value. Third, the floor surface alone can 
be given a strong value; the ceiling and 
walls subdued. Fourth, ceiling, floor and 
all wall surfaces not used for display back- 
grounds can be given neutral colors, the 
display wall or walls the strongest values. 
Fifth, all wall, floor and ceiling surfaces 
can be given similar values, leaving the 
foreground display area in lonely promi- 
nence. Of course these five basic systems 
are all capable of endless variation. 

The over-all pattern of variegated color 
treatments in the various sales departments 
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SHADES OF BLUE, CREA 
AND BROWN. 


eens 


THE REYBURN MANUFACTURING CO.,INC. <>. 


FACTORIES: PHILADELPHIA 32, PA. eo  ROYVERSFORD, PA. Ma Teri Sd 











FOR SALE at 12 the original cost 


Four charming dioramas depicting Christmas scenes: 

The Nativity . . . ‘Twas the night before Christmas . . . Deck the 
halls with bows of holly . . . Dickens’ Christmas Carol. Also 

11 papier mache mannequins: 2 adults and 9 children. In perfect 
condition and ideal for Department or Home Furnishings Stores. 
Photos available on request. Address: Display Director 


W2I) SLOANE 


575 Fifth Avenve, New York 17, 0. ¥. HE 
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THE “SIGNPRPESS” S350, 352i 

POSTER MACHINE 

FEATURING: SPEED .. . SIMPLICITY . . . LOW OPERATING COST 
... LONG LIFE 


Used fer over seventeen years by leading nationc!l chains. Many have from 50 to 500 or more in use. 
MADE IN THREE SIZES . .. WRITE TODAY FOR SAMPLES, CIRCULARS AND PRICES 























DISPLAY EQUIPMENT CO. 


BOX N-144 ADRIAN, MICH. 








Famous for its versatility, economy and 
effectiveness, Corrodek is recognized as 


America's Outstanding 


DISPLAY MATERIAL 


Outstanding, vivid colors, highlighted flutes, 
no score marks and uniform texture make it 
an effective, compelling traffic-stopper. 


Experienced display men consistently 
choose Corrodek for better backgrounds, 
pedestals, plateaus and structural effects. 


ASK FOR SAMPLE SWATCH BOOKS INCLUDING 
NU-CURVE 


THE JUMBO SIZE FLUTE 


Shearman 


PAPER PRODUCTS CORPORATION 


NEWTON UPPER FALLS 64, MASS. 
NEW YORK CHICAGO LOS ANGELES ATLANTA 








FEBRUARY, 1951 


must be tied together in harmony. A single 
ceiling color—aark or light—for the entire 
floor helps, a carefully arranged over-all 
pattern of successive departmental color 
treatments is even more important. The 
clue to success is simplicity. In using 
colors, two is company, three is a crowd. 
A white room with a few vivid color accents 
is always safe and sure; more complex 
color schemes need cautious study. Never 
forget that light is color. Check your color 
choices under the type of lighting to be used 
with them. Sometimes a color scheme 
that is simple and logical under incandescent 
light will change utterly under fluorescent. 

Colors should also be selected for their 
probable psychological effect on customers. 
Soft gray, for instance, might suggest dirt 
and bad housekeeping if used in a food 
department. For dignity, say in jewelry 
or men’s wear, colors that are few in number 
and appropriately cool or warm in tone are 
indicated. For the warmth or gayety of 
a women’s apparel or candy department, 
stronger colors and greater contrast values 
are permissible. 

In any store, small or large—color is the 
most vital, the least explored, and the least 
costly of display mediums. We can all take 
lessons in color from the world of the 
theatre—lessons that will help us to create 


| more dramatic solutions for the world of 
display. 


The following is the address of Peter 
Copeland: The history of store planning 
during the past 30 years is very closely 
allied with the various trends that took 
place in architecture. During the ‘20s 
store planners imitated all of the period 
styles in vogue at the time, from Renaissance 
palaces to the Art Nouveau of the Paris 
Exposition, and later adopted all of the 
cliches of the international style and _ its 
forerunners. 

Most department stores built before the 
first world war were essentially loft build- 
ings. In their fenestration and mechanical 
facilities, they bore little or no relationship 
to the actual store functions. The merchant, 
with the aid of a fixture manufacturer, 
planned his interiors by rule of thumb. The 
man who did the windows was aptly called 
a “window trimmer”, because this was his 
principle function. I am sure that many of 
us remember the old, richly paneled window 
backgrounds which were a formidable chal- 
lenge to the ingenuity of the displayman. 
In planning their store, the merchant and 
“fixture man” made little or no provision 
for interior display. 

Immediately after the first world war 
we experienced a period of tremendous 
expansion in department store construction. 
Architects, working in the Beaux Arts tra- 
dition of the time, were called upon to en- 
hance not only the facades of the store, 
but also to improve and enrich the interiors 
as well. They employed all sorts of per- 
manent building materials such as marble, 
travertine, plaster; and the fixtures of the 
period were built in the rarest of woods. 
However, the plans remained the same. If 
anything, they became perhaps more formal- 
ized, in the Beaux Arts tradition, and display 
within the store fitted very neatly into this 
rigid pattern. What was called a shadow- 
box was merely a recess in a paneled wall, 
originally termed a niche, intended for a 
vase or a piece of sculpture. Most of these 
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fell into disuse because of inaccessibility, — 
poor lighting, and a host of other reasons. 
Fixture details remained standard and stereo- 


poets IN THE DISPLAY FIELD 
Related to this development was the in- 


fluence of the Paris Exposition of 1926, 


which emphasized decoration at the expense WV a7 
of planning. By the late ’20s the new 
simplified post-war architecture had brought ‘ 


about a revolution in our thinking here. 


Much of our inspiration was derived from 
such diverse talents as Gropius, Mendelsohn GROWS IN POPULARITY 
and Hoffman, working in Berlin and Vienna. ect: 2 


The source material that came out of 


Europe at the time was published in such ° { 
magazines as “Moderne Bauformen” and Sta d Up Und Long H rd Serv 
“Innendecoration”. They were very widely nt r er 7 a ice: 
used by designers in this country, but 
unfortunately these designers, following true It’s the early bird that catches the attention of passing Spring crowds — 
cultural ax oregperns committed many of the with hard-selling displays based on crisp, fresh “NATURALIKE” Grass 
errors of the past generation in a slavish spe : 
adherence to the principles laid down by the Mats! Anticipate your full season’s requirements— have plenty on 
leaders of the period. They neglected to hand for immediate use. 
study the truer functions of merchandising 
as they applied to the American scene 
Very quickly other cliches took over where ® Made of the finest Madagascar raflia 
the Beaux Arts plan and its axial concep- . P % , 
tion stopped. @ Anchor-stitched in lines one inch apart 
But while the store architect and the 
“window trimmer”, who was now display @ Heavy burlap backing 
manager, were struggling with problems ‘ 
of design, there were many dynamic influ- e Mildew-proofed 
ences working upon the character of the : 
store. I should like to touch upon a few of ® Fire-proofed 
these influences which began immediately 
after the first world war and are still con- “NATURALIKE” Grass Mats are available in all standard sizes: 3’ x 6’ 
tinuing to revise the thinking of all store e 2 z z ce : ‘i 
planners. — 3’ x 15’— 3’ x 30° — 5’ x & — 5’ x 10° — 9’ x15’. 
1. The development of branded lines of 


merchandise heavily backed by large adver- a wu e e 
tising budgets. With this type of identi- TUFF-TURF Sp k] g 
fication came an insistence by the manu- rin in s 
facturer for isolation and display in sepa- “ a g 4 
eal alent. The new economical fill-in material for odd shaped spots difficult to 
2. The development of more and more fit with regular mats. Easy to re-use. 3 lb. cartons. Dyed to match 
lensed departments. This complicated mot “NATURALIKE” Grass Mats. Fire-proofed and mildew-proofed, too. 
only the planner’s problem, but added more 
responsibility to the already harassed dis- aha - S a i 
play department. Order your “NATURALIKE” Grass Mats and “TUFF-TURF” Sprin- 
3. A further breakdown in merchandise klings from your display jobber. 
categories, such as basement, budget, better, 
and salon; and sub-teen, “twixteen”, junior 


teen, etc. 
4. The vogue of special promotional mer- MEMORIAL GRASS COMPANY 


chandise which demanded dramatic back- 
ground and display, such as cruise wear, 

Ski Shop, Mexican wear, Hopalong Cassidy, UHRICHSVILLE, OHIO 
etc. 


The pressures for space created by these 
influences forced the store planner to extend 


his ingenuity, and he found himself elimi- ’ 
nating display wherever he could actually DON T GET WRINKLES! 
substitute merchandise. When the store GET NO-RINKL FLUID TO PREVENT 


was completed the display manager found 


himself in the almost impossible position PAPER FROM CURLING 


of creating display spots in the thin air. raagd etd 0 tow drone of Wo-flakd 
. 7 ‘© your showcard colors or water- 
We are all well acquainted with the school soluble paint to be applied t0 | another MASK PRODUCT 
of display which suspends displays from Paper, an the surlace remains maven P Pte 
PoP etic a as wrinkle-free as a school girl's isket ms. 
ceilings, from column to column, over complexion. Works with very STRIP — a semi-gelatinous 
doorways, etc. As a concession to his thin papers, too. liquid for cutting friskets in 
conscience the architect spotted a few pee nig =a a Pa airbrush work. Brushed or 
obliquely placed panels on walls, illuminated oa sprayed an ent medion #0 
by a high spot up on the ceiling and said FLUID TAPE—Outpertorms rubber forms a film easily cut and 
to the display manager: “There! Now let's cement—always stays tacky. later peeled off. Supplied DISPLAY MEN— When writing 
see what you can do with this.” M/M ADHESIVE for bonding any in clear or red. for details, please name your 
My contention is that this kind of hap- A regres oe nearest supplier. 
3 i) . 


trad panning no ros 2 LS'e || AA ASK PRODUCTS, INC. 222% 


tive work done between the display manager 
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HAN SEN Distens. Shapes 


Never A TACK SWALLOWED! 
Tackspitting — tacks-in-mouth — is out-of-date. Besides, it's 
DANGEROUS! Mechanical "'tack-spitting’’ with the Hansen 
Tacker is up-to-date. Besides, it's SAFE! 

Never A THUMB SMASHED! 

No thumb-smashing with Hansen Tackers. They do pre- 
cision driving — insuring accuracy and neatness. Hammer 
blade hits squarely on Tackpoint. NO DENTS. NO 
MARRING. 

Never A TACK STEPPED ON! 

No Tackpoint wasted and none to step on! All of them 
are held securely inside the Hansen Tacker. All are dis- 
pensed one-at-a-time. All work without waste — SAFELY. 


7 A.L.HANSEN MFG. CO. 
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CYLINDERS 
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DISPLAY 
POSSIBILITIES! 


Dunbar also features private-mold service — glass parts 
molded to your specifications in custom-made molds. 
Moderate production quantities. Ask about Dunbar’s 
private-mold service. 


displays 
Dun- 


bar offers a wide variety 


Enhance your 


with glass cylinders. 


of sparkling crystal cylin- 
ders for the display indus- 
try. Diameters from 14” 
up to 14”. Various lengths. 
Small or large quantities. 
Keep a supply on hand for 
constant or intermittent 


use, 


Write Dept. 39 for 
Dunbar Glass Cylinder 
Catalogue C-51 and price 
list showing sizes and 


prices on various quantities. 
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and the architect in the preliminary plan- 
ning stage. Let me examine for a moment 
the five important areas of display. 

1. The windows. 

2. Peripheral walls. 

3. The approaches to each floor or major 
division of merchandise. 

4. The special promotional shops for 
seasonal merchandise or branded lines. 

5. The actual displays within a depart- 
ment, whether they are suggestive arrange- 
ments of merchandise or assortment selec- 
tions. 

(1) The windows. There is still much 
discussion on the subject of open window 
backgrounds. The architect is prone to elimi- 
nate all such backgrounds so that the entire 
store can be used as an instrument of! dis- 
play. However, beyond a certain point a 
person's vision becomes blurred, and the whole 
usefulness of the so-called open look is invalid. 
Not only do the heavier types of merchandise 
require backgrounds, but it is important to 
establish areas near the windows where 
certain day-by-day display necessities can be 
stored. Some stores prefer to change their 
windows by day—other stores “sell” out of 
windows. Accessibility to closed-in windows 
has always been a sore spot. This specific area 
between window and back fixture has had 
very little concrete thinking spent on it in the 
past, and I believe it could be put to better 
use by close collaboration between architect 
and display manager. Display windows, in 
the use of lighting and other mechanical 
techniques, are far from reaching the ultimate 
extent of possible stage mobility. 

(2) The peripheral walls. Peripheral walls 
in the store have been left to the discretion 
of the architect, who usually does little or 
nothing with them. Once he has finished the 
job, the display manager is asked to relieve 
them of their stark simplicity and obliges by 
coyly painting a pigeon carrying a ribbon in 
his mouth over corsets or a Teddy bear over 
children’s toys. There is much opportunity for 
exciting treatments which demand the services 
of both the architect and the display manager, 
and which will in the future influence the 
character and construction of all wall fixtures. 
Such treatments might include better methods 
of illumination of merchandise and wall; 
fresher treatment of fixtures, especially in the 
choice of materials, and an extension of three 
dimensional displays. 

(3) Focal displays. In the struggle for 
concentration of merchandise, what were for- 
merly some of the most exciting displays in 
the store—the focal displays—are now gradu- 
ally being eliminated. By careful combination 
with the adjacent fixtures, I believe that this 
space problem can be solved. More attention 
should be paid to this type of display, not 
only for the purpose of glamorizing the floor, 
but for the showing of comprehensive assort- 
ment selections to be found in the various 
departments. Such displays should be ex- 
tremely effective in establishing the character 
of the individual floor. 

(4) The special promotional shops for sea- 
sonal merchandise or branded lines. The 
careful planning of areas for topical shops 
involves extreme flexibility and ease of fix- 
ture movement. Seasonal moves, like coat: 
and suits into bathing suits and house dresses, 
expansion of housecoats at Christmastime, 
expansion and contraction of fitting room 
groups, has usually been sloughed over in the 
general planning of the store. This indefinite 
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kind of thinking has created numerous prob- 
lems for the display department. I know from 
my own personal experience that the display 
manager has been hard pressed to convert 
a group of rigid fixtures into a South Pacific 
setting for his cruise wear. Why not, for 
instance, use a stock room area so that such 
a promotional shop could be installed com- 
pletely behind-the-scenes, and then simply 
opened to the floor for use? If selling space 
and behind-the-scene areas were so adjusted, 
and had even a minimum amount of screen- 
like, flexible construction, this kind of sleight 
of hand could be easily achieved. 

(5) The actual displays within a depart- 
ment, whether they are suggestive arrange- 
ments of merchandise, or assortment selections. 
This category, in my opinion, is the one in 
which display can be of most value. With 
the gradual expansion of self-selection units 
throughout the store, there has been a tendency 
to eliminate the dramatization of particular 
items of merchandise, and to create within each 
department an “almanac” look. I feel that 
this should give way to a more dramatic type 
of presentation within the same scope of 
selection display. There are many displays 
sent to stores by manufacturers to serve the 
above-mentioned purpose, either as point-of- 
sale stimuli, or a selection unit to contain 
all of their particular merchandise. I should 
like to quote from an article in Women’s Wear 
Daily which is headed “Unsolicited $500 Dis- 
play Unused”. If the manufacturers checked 
more closely on the uses to which retailers 
put their unsolicited aids, they would not only 
be vastly surprised, in many instances, but 
they could increase the return to themselves 
and the dealers by the findings, it is pointed 
out. As an unusual but glaring example of 
the waste involved in carelessly distributed 
dealer aids, one buyer mentions a $500 three- 
dimensional display, sent unsolicited by a $2.98 
housedress manufacturer, which is now lying 
unused in the store’s stock room.” 

Either these displays should be entirely done 
away with, or the manufacturer should be 
made completely aware of the exact nature and 
needs of the store. Most architects frown 
on their use, but in many cases much work 
and research has gone into the design of 
these displays and_ self-selection fixtures. 
The use of such selective units which can 
serve the dual function of price-size as well 
as style-quality of branded lines has not been 
fully developed. In the competitive struggle, 
more and more stores must use such devices 
as silent salesmen. 

We know how rapidly window design has 
developed in this country through the use of 
stage techniques, but display throughout the 
rest of the store has not kept pace with this 
development. I believe that part of the fault 
lies with the architect and his inability to back 
up the display manager in his constant struggle 
with management for more space and more 
budget. In my experience, display has had to 
fight for all of its advances; however, by 
working hand in hand with the architect, I 
think that display can extend its boundaries 
beyond the promotional level toward the 
actual selling of the merchandise. This must 
extend into the design and detail of interior 
fixtures which will necessarily change their 
character to accommodate these needs. 

Wall and lighting must also become more 
mobile in character to keep pace with this 
thinking. By so doing, the architect and dis- 
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Exciting ACCESSORY For Your 
pRING . Window DISPLAY 


Beautiful, Colorful 


Chenille 
CANARY 
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Choice of 3 Sizes! 


These exquisitely made velvet chenille Canary 
Cages will most certainly add “look” appeal to 
your window displays. In striking pastel colors 
that blend beautifully with your overall display. 
Collapsible for convenient storage. Shipped in 
assorted colors, F.O.B., N. Y. 


Diameter $ 62° 
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Diameter $ 9.00 

Long doz. 

Diameter $4 590 

Long doz. 
(Large Cage has 2 BIRDS) 
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in various sized jars to suit your require- 
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the better tempera colors. 


Now You Can Paint with Light! 
Try the new fluorescent Day-Glo Prang 
Tempera Color for the last word in mod- 
ern, smart, glowing poster and display pro- 
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Special Introductory Offer—No. 2106 Set of 
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play managers will find that their jobs become 
an exciting cha‘lenge to ingenuity and imagina- 
tion, and will bear real fruit in the development 
of a newer type of store planning. 

In his address, Bill Wyatt stated: Before 
describing the article “Display Settings on a 
Mass Production Basis” for the forthcoming 
Visual Merchandising Division Manual, 
I would like to emphasize display production's 
importance. 

What makes display production important? 
Three reasons: 

1. Savings derived 
manufacturing displays. 

2. Benefits of having displays custom 
built in one’s store and available to that store 
at the time needed. 

3. The other obvious reason is that there 
are visually only two elements in display— 
merchandise and its environment. 

Environment is the direct result of display 
production and I think it equally important 
to merchandise and all the varied plans pre- 
ceding the installation of the display. 

There has been very little information on 
display shop production available to us in 
print and practically none in educational 
institutions. Production men and displaymen 
have been forced to gain knowledge in cre- 
ating display settings by experience, trial and 
error. This may be the main reason more 
stores tio not build more displays for them- 
However, I have found it profitable 


from designing and 


selves. 


| at Hahn Shoe Company to build on a mass 


production basis a very large percentage of 
our display props and settings. 

Seven years ago I decided that if other 
manufacturers could build, advertise, cover 
selling costs, crate, ship displays and enjoy 
profits therefrom, our display department 
could hardly fail to compete with them because 
it was not necessary for us to take the many 
manufacturer’s markups nor to crate the 
displays for shipment, etc. 

The purpose when setting up a shop for 
all-out production to cover most of our dis- 
play requirements was not to save money, 
but to gain the services of more experienced 
personnel, to use better material and obtain 
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displays of finer quality and in greater quan- 
tity, custom built to our particular need. 

Another reason we went in for all-out 
production was that I felt our budget was in 
conformity with our store’s volume but yet 
desired more elaborate windows, some of 
which were not on the market. I felt the need 
for mechanical windows seasonally and fix- 
tures designed in metal and plastic, particu- 
larly adaptable to our uses. The answer to 
my problem then became “make it, or do with- 
out it”. 

I am very happy to report that we make it 
with results far exceeding our expectations. 

An example of the success we have obtained, 
strictly from a business approach, may be 
summarized by this: 

Seven years ago we had in our production 
department a crew of seven people. At that 
time we had seven stores. Today we have 
in this department only five people but they 
are mostly professionals receiving above ave- 
rage salaries. We have not seven stores but 
eight, adding ten windows to our production 
department’s duties ! 

There is no question that we are obtaining 
better displays today than when not on a mass 
production basis and, incidentally, our budget 
has not been increased out of proportion to 
rising costs and change in monetary values. 

This result was achieved largely by de- 
signing for our stores displays that could 
be made in mass production, buying the ma- 
terials in quantity, and by using fewer per- 
sonnel of a high caliber and adding efficient 
tools for them to use. 

Regarding the article to be published in 
the Display Manual, which is rather technical 
and is written more or less directly to the 
display manager and his designing and shop 
personnel staff, I would just give you a brief 
outline of its content. The subject will be 
covered in five sections. The first section is: 

1. Designing and displays that can be used 
for your store and made in mass production. 

2. Management of a display shop for mass 
production. 

3. The use of jigs or forms, moulds, dies, 
and other mass production helps in manufac- 





—An interesting arrangement of footwear is seen in this display by Bernard Studios, Ottawa, 
ntario— 
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turing displays. (These are among the most eae 
important tools in mass production, and very SCREENS and 
little is known of them in most stores’ display BACKG 
shops. For this reason we will put particular ROUNDS 
emphasis on lines relating to them. We use . 
them even more than we use the ordinary but ———-_— ane ? 
necessary tools found in display shops.) 

4. Equipment and shop layout. (We will MR. DISPLAY MAN... 
describe various power and hand tools, their Throw the Tools Away! 
uses, etc., and some of the important elements Just clip PATENT PANELS together 
of shop layout.) with a snap of your wrist — no tools, 

Piagucn : b Ep 

5. The advantages of mass production both fhogyeat men pice Se tig dey mo 
from a design standpoint and in savings to in a jiffy! Shift ‘em around, change your 
your store: We will endeavor to show in our display from week-to-week .. . day-to-day! 
article where better displays can be obtained Posen Panels sinups took diferent! They 

m won : 

through shop production on a mass production a eestor pnt en i Pap Pray fm 
scale for less money than can be derived from | you qver saw. Use ‘em—you'll say, 

. . . . . . « ated 
either building single displays or purchasing low did I ever get along without ‘em? 
displays from manufacturers. Also, we will @ SCREENS @ 
state why displays built on a mass production 

y pla) P i BACKGROUNDS @ 


basis can be fitted into the requirements 
of your store to an advantage over one of a CONSTRUCTION SIZES 
kind displays or manufacturer displays. : ; Hm =«Fine, pine milled wood SCREENS double- 
eu pay <e 2% ‘za ; 7 nosing; SCREEN sur- sided, 4’ to 6’ high; 
Findley Williams said, in part: Merchandise i face: perfecssed, ¥/," 18” to 36” wide. 
presentation is, as a matter of fact, still in , compere asonite; BACKGROUNDS 
its developmental period. New contributions ees — sure made co order. 
to this extremely modern science are constant- 
ly being made. ° 
Merchandise presentation, in its present 
meaning, has grown up and it has grown fast, i} + Saggy nee <a atese 
on a sound basis, and to an impressive size. | and removed by hand, 
And it’s still growing! But most important ' — or = - 
—today’s merchandise presentation is con- ee ee ale 
cerned solely and entirely with that all-impor- 
tant business of selling merchandise. 





. . For f t ‘ 

Its two essential elements are just those: or Wed, Caseriptive tatder 
Space and merchandise. Properly handled, LE Patent Panels Division of Wisconsin Studios, 
it means presenting the merchandise to the 822 NORTH 5TH STREET © MILWAUKEE 3, WISCONSIN 
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666 WASHINGTON BLVD. 


SOLD BY LEADING DEALERS EVERYWHERE 
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WHO'S CRAZY? 


Here it isn't even Easter yet, and us VIEWS & 
REVIEWS guys already talk about Christmas. 


Our Christmas wish to you comes early this year. 
And to make this wish come true, we want you to 
know about the annual collection of 150 successful 
window and interior display photographs now. 


These are photos of Christmas displays set by 
outstanding stores in 1950. Stores like Lord & 
Taylor, Macy's, Filene's, A. Harris and many 
others. Here is the drama of Christmas 1950 
recorded on 5% x 7 photos for your use in plan- 
ning record-breaking and/or breathtaking Christ- 
mas displays in your store in 1951. Each photo is 
described as to colors, materials and other in- 
formation. The collection is attractively packaged 
in a box for your desk. 


The price is minimal: 


$15.00 
$10.00 


75 selected interiors 
75 selected windows 


CLIP THIS: Do not send money now. We will bill you later. 


RETAIL REPORTING BUREAU 


101 Fifth Avenue, New York 3, N. Y. 


() Please send me more information. 


Please enter my order for: 


Individual 


Firm_——____- 


Pl eRiciitinintinnithsiteniiicniinisin 


City-—— 


C) 75 windows at $10.00 plus postage 
[] 75 interiors at $15.00 plus postage 
C) Both packages at $25.00 plus postage 
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customer in such a way that its very presen- 
tation is a potent sales factor. 

Good merchandise presentation isn’t compli- 
cated to achieve, it isn’t expensive, and it 
requires no specialized talent, unless you 
want to call good sound common sense a 
talent. It revolves around the simple, common- 
place, day-to-day business of so presenting 
your merchandise to the customer that you 
make it visible, accessible, and easy to buy. 
Above all else, it should be presented in such 
a manner that it will attract attention, create 
interest, and the desire to buy. 

The point-of-sale is the sole point of profit 
for any selling organization. If, when the 
customer is in the store and face to face 
with the merchandise, that merchandise has not 
been presented in such a manner that he feels 
the urge to buy it, no part of all the complex 
procedure which has led up to that moment 
means a thing. 

Look at retailing from the customer's view- 
point. Shopping is, to the average customer, 
something of a pleasant adventure. He saves 
up his money until he can get what he wants, 
he comes into the store with the distinctly 
pleasurable anticipation of seeing and hand- 
ling desirable merchandise, attractively pre- 
sented for his approval, and of eventually 
acquiring for his own some items of this 
merchandise which he needs or desires. 
Whether the item is large or small, costly 
or not, he looks forward to buying it and to 
owning it. What's more, we have the very 
important factor of impulse buying to con- 
sider because good merchandise presentation 
embodies all the elements pertinent to impulse 
sales. 

A customer’s reaction to a store, as to all 
his surroundings, is about 87 per cent visual. 
He wants to see the merchandise, and he wants 
to see it presented in such a manner that he 
can examine it at his leisure and make up his 
mind about it. He wants to be able to find 
out, from signs and labels presented with the 
merchandise, the definite qualities which make 
this merchandise desirable and a good value 
at the price. If he can do this, he does not 
care (and this has been proven time and time 
again) if he does not have a salesperson at 
his elbow every minute of the time he is in 
the store. In fact, he does not want to be 
unduly “sold”; he prefers to be left somewhat 
to his own devices—if, and this is the crux of 
the matter, he can easily find what he wants 
and find out also the price and information 
he needs about it. 

This trend toward a customer preference for 
a nominal degree of self-service is a great 
boon to any chain operation. The selling 
set-up in most chain stores does not permit 
them to have a salesperson for every customer. 
On busy days salespeople may be outnumbered 
as much as four or five to one. But imagine 
the chaos, the dissatisfaction, the walkouts 
which do occur in such situations if the 
store itself is not so set up that the merchan- 
dise can practically sell itself. 

In every chain store operation necessary 
information and detailed guidance must be 
available to the stores which will enable 
them to do a good job of merchandise presen- 
tation with a minimum amount of effort. 
These helps must be constantly augmented, 
simplified, and kept up to date in accordance 
with changing merchandise conditions. 

This type of information is a definite aid 
in achieving a well laid out, correctly mer- 
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chandised department. The purpose of this 
information is to make it easier for the store 
personnel to set up and maintain an effective 
department in which their efficiency and the 
customer’s satisfaction will both be increased. 

This detailed guidance for the stores must 
be planned and designed with the customer 
in mind, first and foremost. Facts, not fancy, 
must dominate each table presentation, each 
wall section, every available selling foot of 
space. The practical working knowledge of all 
who are concerned with this business of 
merchandise presentation must be employed 
in the development of these presentations. 
It must be done with as scientific an approach 
as intensive research and statistical work can 
make possible, 

In order to accomplish this job, every chain 
store operation should maintain a “Store 
Planning and Display” activity.. Under this 
activity, the following functions should take 
place: 

(a) Planning the physical layout of stores. 

(b) Sales and space analysis to determine 
interior arrangement. 

(c) The extension of as much influence 
as possible in the design and practical layout 
of the store structure itself. 

(d) Window display. 

(e) Interior promotional displays. 

(f{) The development of signs, posters, 
display artwork for parent promotional plans. 

(g) The development of equipment. 

(h) Research and development. 

Since the modern retail store is a highly 
specialized structure designed to fit around 
a specific retail operation, its size and shape 
should evolve out of its function. In the 
modern store it is possible to control, direct 
and convert into sales the movement of the 
customers who enter the store. It is likewise 
possible to control, direct and reduce to a 
minimum of wasted effort the activities of 
selling and operating personnel. 

Management makes the first decision re- 
garding locality, trading area, competition, 
expected dollar volume and investment in 
real estate, properties and inventory. Manage- 
ment also determines policy—that is, the lines 
to be carried and the extent of assortments 
necded in those lines to be competitive. 

The first step is to determine the size of 
the building. To do this, anticipated volume, 
inventory and inventory turnover must be 
known. Housing of merchandise is a mighty 
important factor in determining selling area 
and stock requirements. Decisions should be 
reached only after a careful check of compe- 
tition in the area in which the store is to 
be built. 

Next, a policy is established for department 
layout. In most chain stores, by grouping 
related departments together, six major “shop- 
ping centers” can be created and generally 
speaking, they should consist of the following : 
1. Hard lines and building lines. 

2. Housewares and appliances. 

3. Men’s and boys’ wear. 

4. Women’s and children’s wear. 
5. Textiles. 

6. Home furnishings. 

This gives the customer an opportunity to 
shop in a concentrated area for complete 
assortments of related lines of merchandise. 
We should have related departments together, 
then related lines within a department together. 
By grouping related lines together in this 

[Continued on page 70] 
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No longer a display man’s dream, 


the idea of hanging merchandise at any height in any position 
is now POSSIBLE, PRACTICAL AND QUICKLY DONE! Hanging 
objects can be moved instantly back, forward, left, right, up or 
down to suit the design of the window. All the dramatic tricks 
of the stage are at your immediate command with the Seel- 
ingrill. The Seelingrill permits you to trim heavy yet look light 
and airy . . . and all of this NOT IN 10 HOURS PER WINDOW 
BUT IN 1 HOUR! (Proven by actual time study tests.) 


SPECIFICATIONS: Seelingrill is a spot welded grill of %4” 
square steel, laid out in 6” squares. 


3° x 6...... 26.13 
4 x 8...... 41.80 
Ceiling Toggles — .39 each 
(6 required for 3” x 6’) 
(9 required for 4 x 8’) 


ORDER TODAY 





Division of Visual Merchandising, 


460 W. 34th St., New York 1, N.Y. 
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LOOKING FOR 
A CAREER 
IN... 


Build a career in this well paying, uncrowded 
profession. Learn every phase of window trim- 
ming and interior display. Study under out- 
standing faculty. Practice in full length windows 


CURRICULUM 
Cloth, Crepe Paper and Painted Backgrounds, Drug 
Windows, Men's Wear, Children's Wear, Women's 
Ready to Wear and Specialties, Small Wares, Window 
Design, Mannequin Draping, Interior Display, Lighting, 
Show Card Writing, Silk Screen, Papier Mache Fabri- 
cation, Prop Construction. 


FACULTY 
MARC BIELER, Bonwit Teller, Phila. 
ERNEST R. BUCHANAN, Formerly Baker Sign Co. 
JAMES FEE, Strawbridge and Clothier 
SAMSON FREEMAN, Art Dept., Phila. School System 
RUDOLPH GARCIA, Formerly the Spielman Co. 
FRANK HANNA, Formerly Chromart Co. 
EDWIN J. HEITMAN, Art Dept., Phila. School System 
ROBERT KRAIN, Display Co. of America 
JOSEPH MAIDA, Formerly Maida Studios 
WILLIAM McBLAINE, Formerly Browning-King Co 
NORMAN MOORE, Formerly R. H. Macy Co. 
WILLIAM B. MURROW, National Display Institute 
CHARLES A. NUGENT, Formerly The Blum Store 
ELWOOD R. SULOFF, Penna. § College 
@ Approved for Veteran Training 
@ Free Placement Service —over 85% 
ates placed in well paying positions. 


“The Nations Center for Display Education” 


of gradu- 
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ELASTIC PETAL TOP WIGS 
Fits any size Ma ag no by Helen. 
Manufactured by 


NU-SHOW DISPLAYS, INC. 
67 Sixth Ave., BArclay 7-8974, New York City 13 











DISPLAY WORLD 


FEBRUARY, 1951 


January Award To Bradley 


S DISPLAY WORLD's International 
Display Contest moves into its second 
year all indications are that there will 

be a great many more entries for 1951 than 
for 1950. During the year just past a total 
of 2,567 entries were received. For the short 
period from January 15-31, 1951, more than 
four times as many have been sent in as 
for the similar period last year. Addi- 
tionally, many who won medals in the 1950 
contest have signified their intentions of 
participating again and with more entries. 

Once again DISPLAY WORLD is award- 
ing a gold medal for the best entry received 
during a given month. For January this 
has been awarded to Clement Bradley, 
display director for Carson Pirie Scott & 
Co., Chicago, for the display pictured 
above. This display personifies skillful 
handling of merchandise that is inherently 
hard to dramatize—housewares. Using a 
series of displays under the general title 
of “Homewares Carnival”, Bradley employed 
such prosaic items as mops, egg-beaters, 
pans and clothes baskets as integral parts 
of the display properties. The carnival 
motif supplied an opportunity for different 
and humorous treatments in each of the 
windows. 

As explained in detail elsewhere in this 
issue, the 1951 contest will continue through 
December 15. Gold, silver and _ bronze 
medals will be awarded for the best entries 
in each of 98 merchandise and service classi- 
fications. Three points will be given for a 
gold medal award, two for a silver, and one 
for a bronze medal. The individual com- 
piling the greatest number of points will 
receive a handsome gold plaque, second 
greatest a silver plaque, and third a bronze 
plaque. Entries may be submitted at any 
time until December 15; all those received 


| during a given month will be judged for 


the gold medal to be presented for the best 
display received during that time. 

Now that the 1950 contest has ended and 
the awards have been made it is interesting 
to note the comments of many who won 
medals. Perhaps J. K. Leslie, publicity 
manager for the Crusader Insurance Com- 
pany, Ltd., London, sums up the general 
reaction to the contest as well as anyone: 

“As you can imagine, your letter of the 
15th of January and the enclosure of a 
silver medal gave cause for much grati- 
fication among all members of my staff 
concerned with the creation of displays. 

“One seldom in the course of one’s day- 
to-day job gets real acknowledgement for 
the ideas put forward or the results achieved 
and such a reward as we have just received 
will undoubtedly act as a big encouragement 
for future productions.” 

George W. Browne, display supervisor 
for Public Service Electric & Gas Company, 
Newark, comments : 

“It was indeed a pleasure and an honor 
to receive so many awards in your 1950 
International Display Contest. In my esti- 
mation your contest has done much to 
inspire displaymen to greater efforts and 
to bring the value of display to the attention 
of management. I am happy to learn that 
you are going to have another contest in 
1951.” 

And from Rudolph Aguilar, display direc- 
tor, The Marston Company, San Diego, 
comes this letter: 

“It was indeed a pleasure to receive the 
news of our winning a gold medal. Of 
course I feel it was the combined efforts 
of the department which are being rewarded. 
I do not want to appear coy but I remember 
that when I was assistant to Mr. John 
Bouser here at The Marston Company in 

[Continued on paye 84] 
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DISPLAY IS CHANGING 
AT THE NEW GIMBELS 
[Continued from page 25] 


calls for coordination between windows and 
interior. Overall the program is divided 
into ten key promotions through the year. 

These are the January white sale, Valen- 
tine’s Day, Easter, Mother’s Day, beach 
time, Father’s Day, summer, back-to-school, 
fall, and Christmas. 

For planning a major promotion, display, 
the merchandise managers, buyers, and Miss 
Bernice FitzGibbon, the publicity director 
for the store, get together to decide how 
many windows will be allotted the depart- 
ments being featured and what tie-ins 
will be used. 

As an example, street windows on both 
33rd and 32nd streets were given over to 
the white sale. Posters and displays on 
ledges were used on the street floor 
announcing it, and repeated in the fifth 
floor linen department. Also, a duplicate You CAN FOOL THE 
dinghy with the white sale sign was set up 
in the center of the linen department. BEST OF 'EM WITH— 

Elevators at the new Gimbels are new 
and modern, with cut-out letters marking 
their location on the floor, and indirect 


lighting behind the lettering. Elevator 
facades on each floor are colored to blend a 
into the color scheme of the floor generally. a Uuvre Ll e 


Colors are soft and pleasing throughout 
and murals are attractive and eye-catching. 
On the third floor in the ready-to-wear We promise these fresh, Nature-Like 72- 











department, colors are subtle, with the Standard $ 50 Row Grass Mats will enhance the attrac- 
posts being painted in varying pastels. The 3 ft. x 6 ft. 4: $48 tiveness of your display creations. These 
main floor has a marble flooring, and walls, GRASS MATS Ca. Dozen mats have the “new look" that lasts longer 
—_ = —s y —- light — —because they ore meade of highest 
with soft beige and a grayed green which ij terial k hee: 
makes the whole area appear airy and 12 in. width x 15 ##. length. .$ 3.75 we " material and wor ee ° 
EL TT aggre eae. . turf is heavy and extra-thick. Perfectly 
spacious. The men’s wear section on the 3 idth tt 2 

second floor is wood panelled. The child- 17 in. width x 15 ft. length 5.50 uniform and even—no bare spots show 


ren’s wear section on the same floor has a 5 ft. width x 6 #t. length 7.50 through on these Nature-Like Grass Mats. 
feeling of lightness in white and soft greens. Turf is securely stitched to a durable bur- 


Considerable use is made of shadow- 3 ft. width x 15 ft. length... 11.25 lap base. 
boxes in the various departments, and ledges 5 ft. width x 10 #t. length 12.50 Sprinklings Covers uae XY 95 
thi 











are reserved for display purposes. Overall, 


the new Gimbels is a “show case for dis- 5 ft. width x 15 ft. length . 18.75 F tea: 
play.” 3 ft. width x 30 ft. length... 22.50 


Holiday Magazine's Displays Available in Natural Raffia Grass at ART R. COHEN Co. 


In M P ti 
ee same prices. Special Sizes to Order 810 Penn Ave., Pittsburgh, Pa. 


Holiday magazine played a big part in 
promoting merchandising during the past —Any Length or Width. Member NADI 
year with the holiday theme being used 
in more than 4,400 retail promotions, the 
magazine has announced. The magazine 
was used in 376 sporting goods promotions, 
519 department store promotions, 99 men’s 
store promotions, 3,000 drug store promo- DISPLAY ON FORMS eee TO 
tions and 137 jewelry store promotions. 

Holiday displays are designed especially | N Cc R EA Ss E Y °o U R Ss A L E 5 
to fit the individual character of each store 
participating in the promotion, and Holiday 


“rs ships its display material months as 
oars SOS Ships e oaD ‘ g Recent tests show that garments displayed on 
in advance. 


Currently 131 leading department stores forms increase your sales as much as 5 times. 
are featuring Holiday’s resort wear pro- For proof see Darling Displays new catalog- 
motion, “Holiday in the Sun . . . Holiday manual. No. 275. 
in the Snow. 














HERE'S HOW > 


Write for Your Free Copy Today! 


Slomowitz Recalled 
y 
ie hg. Ne Standard Cellulose & : Larliny Lisplays 


Novelty Company, Richmond Hill, N. Y., L. A. DARLING COMPANY, BRONSON, MICH. 
has been recalled to duty by the navy. NEW YORK CHICAGO LOS ANGELES 
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MINIATURE BLINKER-LITES 
SS ATED 


PREPARE FOR YOUR 
SPRING DISPLAYS NOW 


with BLINKER-LITES 


@ Each lite blinks on and off inde- 
pendently 

@ Creates gentle twinkling star ef- 
f 


+ NOEL 4 


Manufacturing Co, Inka 


1675%4 Third Avenue 
New York 28, N. Y. 

















SILK SCREEN USER'S 
HERE'S REAL NEWS: 


“THESE TWO CRAFTINT FILMS 

TAKE CARE OF EVERY 

>\/ SILK SCREEN STENCIL 
REQUIREMENT.” 





f retaining 
s ond eliminating 
sharpnes 


edges: 


rn) elimi 


s 
nates fire hoxord 


for samples 
and additional 
information 





HEADLESS DISPLAY 
MODEL FORMS 


Perfect 
Standard Shapes 


SIZES 
12-14-16-18 Miss 
9-11-13-15 Jrs. 

Price for Form Only 
Enamel and Jersey 


$11.00 Ea. 


Price for Form 

Mounted on 10" 

Heavy Chrome 
Cast Base. 


$19.00 Ea. 


Complete 


Write for New Catalogue 


UENSELL DISPLAYS, INC. 


1-23 Austin Street Forest Hills, N. Y. 











For Better Display Use Flexible 


SLEEVE 
FORMS 


e USE THE BEST 
e PAY NO MORE 
e THERE'S A DIFFERENCE 


PALAZZO 


SLEEVE FORM MFG. CO. 


S41) SIXTH AVE NEW YORK CITy 11 








@ PLEASE MENTION DISPLAY WORLD 


WHEN WRITING ADVERTISERS @ 





| new 
| shoe display concept in many years. 
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Women's Shoe Forms 
In Eight Colors 


Frankel Plastic Corporation, 493 Seventh 
avenue, New York City 18, has announced a 
complete new line of women’s shoe forms 
under the name of “Colorama”. They are 
available in eight colors: Coral pink, azure 
blue, lime green, chrome yellow, lilac, white 
pearl, metallic gold, and metallic silver. 
Also in preparation are forms with a fluo- 
rescent finish. 


Said to be a completely new feature is 
the one-piece, seamless construction. The 
manufacturer states that the new seamless 
form will give better service because there 
are no seams to split. The forms have a 
patented, adjustable built-in spring that 
makes for better fitting and easier forming 
because of greater flexibility. 

Stanley Nettler, president of Frankel 
Plastic Corporation, has this to say of the 
forms: “This is the first new wolmen’s 
In a 
year when sales of high color shoes are 
soaring, what could be more timely than 
shoe forms in color? Not only will these 
new colored shoe forms give greater fashion 
interest and variation to women’s shoe dis- 
play, but they will help merchandise colored 
shoes more dramatically and will give 
impetus to coordinated fashion accessories 
because they will inspire ideas in color 
combinations. Many months of engineering 
research and experiment have gone into 
the perfecting of these forms. We are 
very proud of the full, rich colors we have 


been able to achieve.” 


Baltimore Club Installs 
New Officers 


At its January meeting the Baltimore 
Display Guild installed the following off- 
cers: President, John Bonnett; vice-presi- 
dent, Thomas Schenkel; secretary, Edgar 
Smith and treasurer, Frank Malehorn. 
John Tumminello was named head of the 
publicity committee. 

The meeting was preceded by a dinner 
and was attended by 35 members. 


Rudolph Fidanque Joins 
Style-Rite Mannequin 

After 17 years as production and sales 
manager for Display Mannequin, Inc., New 
York City, Rudolph Fidanque has left that 
firm in order to join Style-Rite Mannequin 
Company, 27 Bleecker street, of the same 


city. Style-Rite produces ladies’, men’s 
and children’s mannequins in papier mache. 
The company’s name will be changed soon 
to Rudolph’s Style-Rite Mannequins. 
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Colored Mica Flakes 
In Smaller Containers 
The Malros Company, Box 289, Dover, 
N. J., makes known that its line of colored 
mica flakes in future will be packed in 
boxes of 5 pounds. The change from 25- 
pound packages is made at the request BEAUTIFUL FIXTURES 
of numerous displaymen who want to carry * 
an assortment of colors on hand, rather than * Command Attention 
a few calers which the larger packages * Impel Sales 
might make necessary. A carton of 5 E 
pounds will take care of one or two average Let these merchandisers add to 
windows, depending on the thickness of your sales. Created in Natural 
the coverage. Color Fumed Oak. 
H. Malkin of the firm also announces 2 FORM BASE 
tat Se line , Easter agar i pg 4 Faris nek inctediod 
superior to that ot the past and that they 30"’—8" Weighted Base $ 
will withstand handling and exposure to FCS-30 5.45 
strong sunlight much better. Despite this 
and rising costs of materials and labor SLACK RACK 
the eggs are priced the same as in previous 23'' Shoulder Height 
rears 8"' Weighted Base 
years. 
ae Fcu-40 $8.53 
Display Contest Planned NECKTIE STAND 
In Eastern Area 29° High 
: ns 8°" Weighted Base 
A display contest among 50 or 60 of the FCU-41 $9.35 


leading department and specialty stores in Complete catalog of stands sent on request 
the Eastern area will be conducted during 
March, April and May by the Dri-Wear Fur Sold only through your 
Processing Company, one of the largest 
firms in the fur cheaning industry. Awards 
will be made for the best window displays 


dealing with fur storage and servicing; FIXTURE DISTRIBUTOR 
no —_ — He be tg ge the clean Be tenciee 
ing being featured under the store name. ARROW DISPLAY ASSOCIATES 


A total of $1,000 in cash will be awarded, aeiainencedcias & 
with a first prize of $500 and nine other PHILADELPHIA 40, PE 


prizes. One of the three contest judges 
is R. C. Kash, editor, DISPLAY WORLD; 


the other two will be announced shortly. | 


. = # ~~ ee FOR YOUR 
Offers Fountains . 


For Display 7 a, A 
The Gelber Company, 162 North Clinton | r i: 
street, Chicago 6, is presenting a line of 
water fountains for display use. The units E oon oi MILLINERY DISPI AYS 


use the same water over and over, requiring 

no plumbing connections. They are fur- 

nished with an ebony black, forest green, i One of a group of six radiant new 

or cardinal red ceramic centerpiece and heads that LOOK LIKE...AND WEAR 

have a 17-inch diameter polished copper HATS LIKE smart fashionable women. 

bowl with baked on lacquer. Total overall Meticulous make-up over soft feminine 

height is 18 inches. Literature is available flesh tones give these heads a char- 

ss abi: cai acter not usually found in ordinary 
: : heads. The coiffures, of course, are 

Expansion Move ? ' styled to wear hats without distortion. 

By Jan Display meee. 

With the addition of a new building of : $ 
2,000 square feet of space, Jan Display 
has now extended its wood novelty line 


for greater production and _ distribution. “a 5 

The company is located at 86-51 Queens i 7 H INDIVIDUALLY PACKED 
boulevard, Elmhurst, L. L, and is featuring : 3 FOR COMPLETE LINE OF SIX 
“Wrought Wood”, said to be a new medium ¢ : HEADS SEE KORRECT-WAY’S 


which the firm forms into any permanent FULL PAGE AD IN THIS ISSUE 
curved shape such as bells, hearts or scrolls. —_ : 
Literature is available on request. 

















Wins First Prize 
In Local Contest 

First prize, a $50 Savings Bond, was 
awarded to Bressler’s Hardware, St. Albans, 
N. Y., for the best Christmas display in a 
local contest by the Chamber of Commerce. 























DINGLEMAN 
PRODUCTS 


509 West 56th Street 
New York 19, N. Y. 
Tel.: Cl. 5-5447 


A Division of Feder Industries Inc. 





DINGLEMAN’S DISPLAY ff f 
OF THE MONTH ee 


Woven Basket Weave, Covered Risers 
o-7"—=12" 
Shipped Telescoped 











SILK SCREENED DESIGNS 
On 53” and 107" 
NOSEAM PAPER 


PANELS 
Unique in Design and Originality 


Grass Mats and Grass Flooring 


See your local jobber 
or write for information 











SUPERB FORMS 


MADE BY 


The W. H. Window Display 


Form Co. 
119-121 Ave. D New York City 9 
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Artistic Offers 21 Prizes 
In Display Contest 

Artistic Foundations, Inc., 417 Fifth ave- 
nue, New York City 16, is offering 21 Sav- 
ings Bonds of $100 each to display directors 
in connection with a national display contest 
promoting “Profile” girdles and brassieres. 
In addition the department buyer in winning 
stores will receive a Bulova watch. 

Windows must be installed for a minimum 
period of one week to coincide with a 
coast-to-coast campaign on “Profile” during 
March 1 to April 30. Display aids will be 
provided if desired, but it is not necessary 
to use this material to compete in the con- 
test. All entries must be postmarked not 
later than May 1, 1951. Although national 
in scope, the contest will be divided into 
seven geographical regions of the country, 
and entries into three classifications—depart- 
mént stores, specialty stores, and corsetieres. 

Judges are Louise Campe, editor, Corset 
& Underwear Review; Lester Gaba, New 
York City display consultant, and R. C. 
Kash, editor, DISPLAY WORLD. 
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Improved Hammer Tacker 
Is Announced 

The Fastener Corporation, 860 Fletcher 
street, Chicago 14, has released its revised 
heavy duty HT-755 hammer tacker. Two 
important changes have been made. A 
snap-off jaw has been added to provide 
fast, easy cleaning. A constantly-engaged 
plunger and cam mechanism has been de- 
signed which gives greater driving power 
as required on the heavy 3%, 14, and *-inch 
staples used in this “Duo-Fast” hammer 
tacker. The all-around efficiency of the 
machine is greatly increased by these im- 
provements. 


Change of Address 

For Halverson 

The well-known California firm of Al 
Halverson has moved to new and larger 
quarters at 1515 North Cahuenga street, 
Hollywood 28. It was formerly located 
at 1024 South Los Angeles street, Los 
Angeles. 








Arren craovarinc FROM 
PRATT INSTITUTE , FOLEY 
SPENT FIVE YEARS IN THE 
FURNITURE BUSINESS, DESIGN- 
ING,STYLING AND SELLING, THEN 
JOINED MACY'S AS ASSISTANT 
TO THE STYLIST IN HOME 
FURNISHINGS. THE FOLLOWING 
YEAR HE WENT TO LASALLE'S, 
TOLEDO, AS DISPLAY MANAGER, 
NEVER HAVING BEEN IN A 
WINDOW BEFORE. LATER, 
HE REJOINED MACYS ,WHERE 
HE WAS BEEN FOR 16 YEARS. 





DISQUN? PARIDF No 4... 


FAVORITE INTERESTS: 
ANTIQUES, AND COLLECTING SHELLS. 





FINE FOOD... 
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Gasque Escapes Injury 
In Hotel Fire 

“The life of a display salesman on the road 
is not an easy one at best,” reports Boyd 
Gasque, representative of W. C. Hurlock 
Company, Lansdowne, Pa., “but when 1 
chose the South and Southwest as my terri- 
tory to escape from the rigors of the North- 
ern winters I certainly didn’t anticipate 
several experiences I've recently had. 

“The latter part of October found me at 
Miami Beach when the worst hurricane since 
1926 hit there. Then January 29th found me 
in the old LaFitte hotel in the Vieux Carre 
section of New Orleans where I had decided 
to stay during Mardi Gras in order to better 
absorb some Bohemian atmosphere. At day- 
light I was one of a number of sleepy guests 
aroused by fire in the hotel and who made 
our escape by a leap from burning rooms 
down onto an awning over a patio, then 
along a ledge and down a ladder put up 
and held by nuns of the Mother Cabrini 
home behind the hotel. Then to follow 
this, for a week I worked through Baton 
Rouge and on to Shreveport over treacher- 
ous ice- and snow-covered roads with the 
temperature going as low as four below 
zero. 

“In spite of all this I am finding business 
excellent and much better than last year.” 


Convention Display 
Shows Product Use 

Masonite Corporation’s 1951 convention 
exhibit theme, dramatically worked out 
in an attention-compelling display, is “Presd- 
wood for Exterior Use”. The display will 
be shown at 30 lumbermen’s and building 
conventions during the winter and spring. 

The chief portion of the display is a 
simulated residence having lap siding of 
Masonite %-inch tempered “Presdwood”. 
A spray of water running down the side 
emphasizes Masonite’s answer to the ques- 
tion: “What will weather do to tempered 
‘Presdwood’?” 

A cutaway section reveals two methods 
of applying the locally-ripped hardboard 
as lap siding. At either end of the display 
are swinging panels of “Presdwood” showing 
its application in various ways, such as 
over a cracked plaster wall, bare studs, 
as a wainscot, and as a raised panel. “Cell- 
U-Blanket”, the corporation’s wood fiber 
insulation, is shown also. The panels are 
removable, so that the display ranges in 
length from 10 to 20 feet, for easy showing 
in various-sized convention spaces. 

Set apart from the main display and 
usable either in the exhibit area or in a 
conference room is a turntable showing the 
corners of four rooms. Various “Presd- 
woods” appear as wall coverings, and each 
room corner exhibits also appropriate ceil- 
ing and floor treatments. 


Valentine Dinner 
For St. Louis Group 

Members of the St. Louis Display Guild 
met for a Valentine’s Day dinner and busi- 
ness session at the Forest Park hotel. In- 
cluded on the program was a presentation, 
“Stepping Along with Television”, by Lee 
Gamber, installation foreman in charge of 
television installations for the Southwestern 
Bell Telephone Company. 
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MY ‘ wk abe Yo You Think! 





Order NOW 


for 
Easter Display 


PASTEL EASTER EGGS 


Made of glass in natural size, they look 
just like the real thing. Packed one gross 
to the carton in the following colors: 


YELLOW e@ VIOLET @ SPRING GREEN @ ROBIN BLUE @ PINK @ WHITE 
(IMPROVED COLORING) 


GOLD EGGS—3 doz.—$10.00 
—6 doz.—$18.00 


In even grosses at $20.00 
Contact your jobber or order direct: 


MALROS COMPANY 


BOX 289 i a DOVER. N. J. 


Wianneyiinhicad <e. 


118 FORSYTHE STREET 
NEW YORK CITY 2 








Manufacturers of Children’s 
and Misses’ Figures 


Send for latest photographs of the new Children and 
Teen-ager line. 





OUR MOTTO: 
Something New Every Month 





While in New York City visit our Showroom 
TELEPHONE: WALKER 5-0711 
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Decorative Live 
Water Fountains 


Create New Interest 
in Your Displays 


Only 


+4 5.00 


while they 
last 


Fill the bow! with water, arrange greens or flowers, 
connect with electric A.C. outlet. immediately 
water begins to fall like a real fountain. Brings 
@ touch of the outdoors to your indoor displays. 
Uses the same water over again. 


REQUIRES NO PLUMBING 

PLUGS INTO ANY OUTLET 
Flow of water adjustable by turning bird at top. 
Ebony black or forest green centerpieces. 17" 
diameter heavy gauge solid copper bowls polished 
to a flaming lustre then a clear plastic lacquer 
is baked on to produce a flame proof finish. 
Wipes clean with a damp cloth—no polishing. 


Send for literature on our complete 
line of pumps for display purposes. 


JOBBERS INQUIRIES INVITED. 


Gelber Company 


162 N. Clinton St Chicago 6, Ill 


NLY 
MITTEN’S 
LETTERS 


CHANGEABLE 
PINBACK 
SMOOTHBACK 
TRACK 
Magia 


Sale * Departmentalization 


Write for name of nearest dealer 


MITTEN’S 
DISPLAY LETTERS 
New York 


t 46th St 


OR Redlands, California 





| Council 
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SPOTLIGHTING JEWELRY 
[Continued from page 27] 


Far too many jewelers depend on the 
commonly used black velvet for their dis- 
plays. Why is it so necessary to display 
jewelry on black velvet? Jewelers should 
attempt to surround their merchandise with 
colorful and attractive settings to win 
attention. Your window is your stage and 


you should use it just as wisely and effec- 


tively as the show producer. Many jewelers 
hesitate to spend very much money for 
decorative materials, but they can be selected 
in such a way that they can be used again 
and again in varying combinations 
or with easy to make changes. Neutral 
gray tones are flattering to the gem stones; 
aqua or turquoise shades, as well as maroon, 
are good for displaying silver. 

In the line of special promotions at 
Everts we capitalize on Valentine's Day, 
Easter, June brides, Mother’s Day, Father's 
Day, Christmas and all gift-giving occa- 
sions. In addition to these promotions, 
by working closely with the Jeweler’s In- 
dustry Council other promotions are held 
such as diamond jubilees, watch parades, 
silver parades and watch inspection time. 
We always cooperate in such events and 
receive untold benefits from them. The 
furnishes idea booklets on these 
promotions which give window display as 
well. as. advertising helps to the small 
jeweler with limited budgets for these 
departments or who does his own pro- 
motional work. 

Displays which tie-in with national pro- 
motions are always good since they indicate 
to the public that the jeweler is in tune with 
the development of his industry. They 
give added prestige to the store and establish 
the firm as the better jewelry store in the 
city. 

One of the most interesting types of dis- 
play for a jeweler to use is the story of 
diamond mining, cutting, and any story of 
jewels or gem stones. Display of replicas 
of world-famous diamonds always create 
customer appeal. Anything that has to do 
with gem-cutting, setting and polishing has 
a lure for the public. People are interested 
in how they are mined and the steps in the 
process by which they become beautifully 
decorative accessories. They are interested 
in the history of famous stones. There is 
hardly an aspect of gemology that will not 
arouse interest as a window display. 

The fashion angle has seldom been ex- 
ploited to its fullest advantage by the retail 
jeweler; yet it is an approach that has an 
important merchandising significance. Jew- 
elry is certainly a fashion item. The women 
who buy most frequently, who spend the 
most money, are the women who read and 
believe in the fashion magazines. Capitalize 
on this interest; use covers and attractive 
pages of these magazines as backgrounds, 
to frame jewelry in fashion, for fashion is 
one lure few women can resist. 

Not forgetting the old adage that “A 
picture is worth ten thousand words”, 
effective use is made at Everts of full color, 
original artist portrait pastels framed in 
elegant gold frames. Actual pieces of 
jewelry are attached to these portraits, 
giving a third dimension effect. 

For the larger jewelry stores that employ 
a full time designer, interesting window dis- 


FEBRUARY, 


—J. N. Adam & Co., Niagara Falls, used a 
French motif for the elevator interiors during 
the recent hoiday season. Scenes from Paris 
were done in natural colors, under a simu- 
lated canopy of red and white. This made 
a tie-in with the store's Christmas gift shop 
which had a floor-to-ceiling Eiffel tower as its 
principal decoration— 





plays can be arranged around a few well- 
done illustrations showing what can be done 
with stones from old settings to give them 
the modern touch which complements today’s 
fashion wardrobe. 

The enduring quality of gifts from the 
jeweler should be especially stressed in card 
copy. Affection for the recipient and the 
desire to please him or her with the gift 
is undoubtedly of first importance. The ele- 
ment of pride is also evident in gift pur- 
chases, whether they are only for a casual 
friend or for a sweetheart. 

Even though jewelry store night displays 
are handicapped by the removal of the most 
expensive merchandise, by careful planning 
for the substitution of other merchandise 
the night displays can be just as effective as 
the daytime showing. 

One of the worst errors jewelers make, 
as a rule, is to display too much at one 
time. Jewelry is a very personal and inti- 
mate thing and should be displayed in a 
way to suggest its use. The importance of 
dramatizing the merchandise can not be 
over-emphasized. Small theatrical effects 
are recommended. When such displays are 
used, however, frequent changes should be 
the rule. The best way to assure yourself 
of continuing any last minute interest from 
all those who pass your store is to jolt 
their attention with a completely different 
window show. Too much decoration is 
bad. After all it is really the merchandise 
that the customer wants to see! Two or 
three well chosen decoratives against a 
simple but colorful background are really 
all that is necessary to make an eye-catch- 
ing and dramatic setting for your merchan- 
dise. 

The use of a professional displayman is 
recommended. By that I mean one who 
knows how to inject sales punch as well as 
smartness into your sidewalk salesman. 
However, if the size of the store and sales 
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volume do not warrant expenditures for 
professional displays, the following elemen- 
tary, but handy check list prepared by a 
prominent display specialist can be used 
in setting up your own displays: 

1. Keep your windows spotlessly clean. 

2. Jewelry mounting boards, pads, plat- 
forms and fixtures should be spotless. 

3. Plan your window displays on paper. 

4. Keep a photographic file or scrap book 
on window ideas. 

5. Do not “junk up” your windows with 
too many items; do not use too many prices. 

6. Use neatly lettered cards. 

7. Feature nationally advertised brands 
for their prestige and huge following. 

8. Do not let valuable dealer aids go to 
waste, but use them tastefully. 

9. Tie in your promotions with timely 
appeals such as wedding seasons, holidays, 
news events, birthdays and fashions. 

10. Tie in with resultful themes created 
by well known sources. 

11. Remember that the display should 
have one outstanding focal point to rivet 
attention. 

12. Check the window’s drawing power; 
change the display when interest wanes. 


Auto Plaques Suggested 
For Display Use 

Creste-Andover Company, 2 Park avenue, 
New York City 16, has announced a new line 
of auto plaques and suggests their use as 
display decorations in windows and _ inter- 
iors. The plaques are high-gloss “Perma 
Wood” laminated, ready-to-hang picture 
frames, guaranteed not to break or deteri- 
orate; the prints are permanently mounted 
under plastic. 

The series consists of eight “horseless 
carriage” subjects in full color of late 
19th-early 20th century automobiles. A 
companion set of eight additional old model 
cars is also available. Overall size of each 
plaque is 6% by 8% inches. They may be 
had in the following color borders: Mahog- 
any, walnut, blond, gray, and black. 


Jennison Hardware 
Wins Award 

A prize of $60 in a display contest spon- 
sored by Consumers Power Company for 
the state of Michigan has been won by 
Jennison Hardware Company, Bay City. 
The display was by Wallace J. Bronner, 
Bronner Displays & Signs, Frankenmuth, 
Michigan. 


Harold Benson Leaves 


The Baker Company 

After 23 years as display director, Harold 
H. Benson has resigned his position with 
The Baker Company, Minneapolis. He 
will announce his future plans soon. 


Three Leave Schear's 
For Military Service 

Roger Harpe and William Riddle of the 
display department of Schear’s Department 
Store, Evansville, have joined the Air Corps 
and are now stationed in Texas, according 
to John Barton, display manager. Robert 
Brennan, also of the display staff, has 
joined the Marines. All three were members 
of the Evansville Display Club. 
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manner it is possible to create departments 
within a department, which promotes easier 
selling and tradeups, and also more certainly 
contributes to easier store operating and 
selling. 

In the merchandising of the store plans, 
a knowledge of merchandising and _ selling 
is vital since we incorporate a pattern of 
retail selling based on sound facts. Each 
department has certain lines that contribute 
a greater portion of the department’s total 
business, and these lines should be given the 
number one location in the department in 
relation to traffic. 

The factor of customer traffic is the reason 
for placing fast-selling, high gross profit, 
attractive looking merchandise with a wide 
appeal where traffic is certain to be heaviest. 
Likewise, the best selling merchandise of an 
individual department should receive the best 
location from a traffic standpoint within that 
department. Areas near elevators or much 
used stairways should be utilized for their 
billboard value and emphasis should be placed 
in these locations on highly dramatized dis- 
plays. 

In order to be sure that the present selling 
space is being used to maximum advantage, it 
is necessary to divide up the total available 
sales- area among the various departments 
on an equitable basis. This equitable basis 
is not a matter of theory but a matter of defi- 
nite fact based on space surveys in hundreds 
of stores. The fact that certain departments 
merely seem short of space is no criterion by 
which to be guided. In many cases, an 
intensive re-merchandising of the department 
can often overcome space limitations which are 
only apparent and have no basis in fact. On 
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the other hand, departments in which sales 
are increasing rapidly should be carefully 
checked to see whether they would derive 
proportionately greater sales from increased 
selling space. 

Unfortunately, the problem of allocating 
selling space can not be based entirely upon 
a satisfactory foot return in sales. Not 
every department can maintain a_ perfect 
balance between the percentage of store space 
occupied and the percentage of store volume 
done by the department. 

Another important factor to remember 
in handling the question of limited space 
in any department is that a certain amount 
of “free” space must be secured which can 
be used for promotional items and, even 
more important, for seasonal items. If the 
regular merchandise of a department is 
allowed, in its standard setup, to occupy 
every available foot of selling space, the 
unavoidable installation of promotional or 
seasonal items will raise hob with the gen- 
eral department layout. You must not 
count on being able to borrow space from 
a neighboring department . . . it may require 
extra space at the same time, if this type of 
space alignment is counted on to solve the 
situation. 

There’s always a great deal about the 
desirability of a completely flexible setup 
of equipment for merchandise presentation 
—fixtures which can be used to display effec- 
tively everything from fishing rods to baby 
bootees. Today in most any retail store 
this acme of perfection should be practically 
achieved. Basic equipment should handle 
fully 95 per cent of all items of merchandise 
adequately and desirably. The other 5 per 
cent, which by the very nature of the goods 
requires special handling, should be ade- 
quately provided for with a minimum of 
special fixtures. 














—Furs and snowflakes dominated a recent series of windows at Neiman-Marcus, Dallas, where 

display is directed by Guy Malloy. Several oversize flakes made of plastic and decorated 

with flitter and sequins hung in the background. The floor in each window was covered with 

a different color of flitter cloth and the copy, written in white on plastic, was decorated with 
aqua and fuchsia flittered designs— 
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Another important factor to consider, 
store fixtures should be purposely so de- 
signed that an adequate reserve stock can 
be maintained in direct relationship to the 
merchandise on display. Properly kept 
understocks simplify the work of all sales- 
people, result in more efficient customer 
service, and their value in aiding the extra 
salespeople is impossible to over-estimate. 
Efficient use of understock space in table 
drawers will prevent many needless trips 
to the stock room which are often considered 
unavoidable, and they also greatly simplify 
the work of stock counting by keeping the 


reserve stock in relation to that on display | 
depart- | 


and not scattered throughout the 
ment. 

The basis of any store’s merchandising 
success is the policy of selling high quality 
merchandise at the lowest possible prices— 
not as a special buy or for some special 
event, but every day in the year. This 
means regular merchandise at regular prices, 
and such merchandise makes up by far the 
largest portion of any store’s annual sales 
volume. A very small percentage of a store’s 
annual volume is accounted for by “one 
time buys”, clearances, etc. This certainly 
indicates very clearly the relative impor- 
tance of the two types of selling. Yet in 
many stores the promotional emphasis, if 
it can be said to exist at all, is placed on a 
lack-lustre presentation of the low profit, 
“special” merchandise which is, all things 
considered, proportionately unimportant in 
any store’s merchandising scheme. 

In the case of regular merchandise adver- 
tised at regular prices, on the other hand, 
your display technique will be more aggres- 
sive. Here you will back up your adver- 
tising with every promotional device at 
your command. Don’t make the customer 
wonder if the people in the store have ever 
read the advertising. Customer attitudes 
toward bargain merchandise and regular 
merchandise are very different. He _ will 
pursue a bargain come hell or high water— 
but this isn’t true of merchandise advertised 
at the regular price. He may come into the 
store half sold on an advertised item in the 
latter category, but if he can’t find it, or if 
it isn’t presented in such a way that it 
looks like the quality item the advertisement 
represented it to be, he may decide to call 
the whole thing off. 

Merchandise advertised falls into two 
distinct groups—that which is advertised 
solely to bring in traffic, and on which a 
store makes little or no profit, and ‘that 
which is advertised to boost the sales of the 
item and the department, and on which a 
store makes its regular percentage of profit. 
The purpose of advertising is to get people 
into the store and the department, on the 
theory that, once there, they can be sold 
merchandise on which a store makes a 
profit. The distinction lies, with regard 
to display techniques, not in whether or 
not the merchandise was advertised, but 
in the type of merchandise which was adver- 
tised. 

We might sum up this display policy with 
regard to advertised merchandise as follows: 
To devote a large proportion of your pro- 
motional effort to low gross items at once 
doubles the promotional expense and robs 
more profitable items of the display repre- 
sentation which they should have. To pre- 
sent advertised items of regular merchandise 
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with as much selling punch as possible is 
to back up that advertising, insure a return 
on the advertising expense, build sales 
volume and profit, and maintain a merchan- 
dise presentation policy in keeping with 
good merchandising principles. 

With regard to sales events, even the 
most important store-wide sales, when your 
departments are properly equipped with pro- 
motional tables or areas, your regular 
merchandise setups need not be changed. 
They should, as always, present a heavily 
merchandised appearance, but the sale at- 
mosphere should be achieved by the use of 
the special properties, such as toppers, 
posters, aisle banners—but, most important, 
well planned merchandise displays on pro- 
motional tables to back up the advertising. 
An important contributing cause of the 
downfall of merchandise presentation in 
many stores today is the fact the store 
personnel feels it necessary to disrupt the 
presentation of their regular important 
bread-and-butter merchandise to allow for 
special promotion of event items. Of course, 
this is too often necessary when promotional 
tables are not available. It has been our 
experience that once these setups have been 
destroyed, they are seldom if ever adequately 
replaced and the first step on the downward 
path has been taken. In an attempt to 
achieve a “saley” appearance, all standard 
presentations go by the board and nothing 
but confusion results. 

Up to this point, nothing has been said 
about what was once considered practically 
the sole province of display—namely, the 
show windows. This has been done not 
because show windows are any less impor- 
tant than they always were, but simply 
because, in the main, their functions are 
better defined and more clearly understood 
than are those of interior merchandise 
presentation. However, it may serve to 
clarify some of the faulty thinking with re- 
gard to show windows if we can explain a few 
of the basic principles which lie behind the 
strategy of good show windows. 

Windows are, in a sense, the eyes of a 
store. And like human eyes they tend to 
reflect that which lies behind them—they 
can be dull and uninteresting, not worthy 
of a second look or they can be bright 
and sparkling and full of promise. To the 
passerby, whether he enters at that moment 
or not, they set the character and person- 
ality of a store, marking it as an attractive, 
on-its-toes merchandising establishment, or 
a listless, uninteresting, average store which 
has nothing to distinguish it from countless 
others of the same type. 

Finally, in the hope that they may prove 
useful to you, we- have compiled the follow- 
ing rules for evaluating a window display: 

1. Does it have a brief, to-the-point mes- 
sage aimed at the vehicular traffic passing 
the store? 

2. Is the window adequately merchandised 
to give the impression of complete lines 
and assortments ? 

3. Does the window carry, in sign or poster 
copy or both, sufficient factual information 
about the merchandise displayed to interest 
the potential customer and answer the 
questions he might have in mind? 

4. Is the window well lighted? 

5. Is the window clean? The effect of 
even the best display can be spoiled by 
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hazy glass, smudges and dirty background 
and properties, and a dirty floor. 

6. If the merchandise displayed is apparel, 
linens, or domestics, has it been pressed? 

7. If the merchandise displayed is apparel, 
has it been selected with an eye to color 
harmony? Are the accessories properly 
keyed to complement the main items? 
Furniture displays also require careful 
selection in draperies, lamps, wallpaper, 
and occasional pieces which must be in 
harmony with the main items, both as to 
colors and style. 

8. Is there a price on every piece of mer- 


chandise displayed A store should be 
proud of the prices it is able to offer its an /S 
customers, and there is no reason in the \ R Y, 
world not to exhibit these prices to the \ y hess 
passerby. 

9. Is there a “time payment” sign in the win- “ a 3 
dow? Time payment is an important part | Dont Compromise on Quality eke Be Sure it’s a 


of any store’s merchandising system. 


10. Last, but not least, does the window 

display follow the company’s recommenda- 
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York City; Paul C. Smith, J. W. Robinson 
Company, Los Angeles; Findley Williams, 
Sears, Roebuck & Co., Chicago; Del LeSage, 
Spokane Dry Goods Company, Spokane. 


Points Out Importance 
Of Display, Signs 

Speaking before the Rotary Club of Salis- 
bury, Md., shortly before Christmas, Howard 
P. Abrahams, manager of the Sales Promotion 
Division and the Visual Merchandising Group, 
National Retail Dry Goods Association, had 
the following to say about current merchan- 
dising in an economy affected by the Korean 
War : 

I took a quick check of retailers this past 
week to see what they were doing right now 
to get business. With a few minor variations, 
alert sales promoters were using the same 
tools as in the past. They had merely sharp- 
ened the edges a little more. Here is what 
I found: 

(1) Stores are using more price promotions 
instead of routine Christmas advertising. 
These aren't the times to go “pretty” and 
induge in generalities through fancy  insti- 
tutional messages. 

(2) Stores are giving advertising 
and radio time priorities to their important 
volume-producing events. They are scaling 
down their “second-rate” promotions. 

(3) Stores are eliminating advertising for 
departments which do not pay their freight. 
Just because there’s money in the budget, it 
doesn't mean that an item or a department 
should be promoted. There must be a reason. 

(4) Stores are writing more informative 
They are helping the readers 
to help themselves. It is the grocery store's 
super-market counter and shelf principle 
translated into the concept of “The more 
you tell, the more you sell” 

(5) Stores are supporting their 
tising with potent point-of-sale signs. 
are to counters what headlines are to news- 
papers. They create circulation.  Circu- 
lation creates sales. I know of a shift in 
three words on a counter sign that sold 25 
per cent more merchandise. Anyone can do 
this 

(6) Stores are promoting their best selling 
lines. They are placing top emphasis on the 
merchandise which customers have indicated 
they want to buy, not items which the 
manufacturer or retailer would like them 
to buy. In doing this, stores are seeking, 
not just “best seller” price lines but actually 
“best seller” price points. This applies to 


space 


advertising. 


adver- 
Signs 
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—This is the window display for the newly 
redecorated showrooms of Titus Blatter & Co., 
New York City, as done by Tom Lee, Ltd. 
Essentially the display consists of o series of 
vertical 4 by 4's, painted a glowing copper 
color and erected so that fabric rollers on 
poles can be suspended between them. Pat- 
terns of string tie the display elements to- 
gether. Lee has been commissioned to re- 
design the space twice a year— 





their windows and interior displays as 
well as printed or spoken advertising. 

(7) Stores are using their displays with 
greater care. They have learned that eye 
level displays and merchandise shown “in 
use” is the key to displays that produce 
sales. 

(8) They are watching the exact timing 
of their goods. They are offering merchan- 
dise at the time when the public demon- 
strates it wants to buy. There is a fixed 
pattern in almost all areas of industry. 
There are even peak periods for births, 
marriages and deaths. There are peaks for 
toys, cosmetics, different types of food, 
Christmas trees, fire crackers or whatever 
you promote. 

(9) Stores are using follow-through meth- 
ods for their salespeople so they know what 
is promoted. The amount of money wasted 
in advertising because the salespeople don’t 
follow through is staggering. The current 
NRDGA Sales Promotion budgeting plan- 
ning calendar shows the approved form that 
will make advertising work harder. 

(10) Stores are studying their adver- 
tising for results, repeating successes, elimi- 
nating the less resultful. This same calen- 
dar gives forms that are helpful for this 
purpose, 


too. 


Unusual Nautical Treatment 
In Seagram Displays 


Point-of-sale material being distributed to 
retailers by Seagram Distillers Corporation for 
its “7-Crown” brand of whiskey has an un- 
usually interesting nautical treatment which 
includes the use of plastic half-bottles fitted 
into simulated woodgrain plaques and encasing 
lithographed ship reproductions. 

The complete unit was designed and pro- 
duced by Consolidated Lithographing Corpo- 
ration, Brooklyn. 
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DISPLAYS TAILORED 
FOR THE MASS MARKET 
[Continued from page 33) 


but the department must also be ready on 
short notice for an influx of sale goods 
whenever the buyers make special purchases. 

Displays are coordinated with the plans 
of recognized companies for their products 
and whatever approach is made in pre- 
senting merchandise is repeated and drama- 
tized through radio and television, aired and 
telecast daily. In addition to an adver- 
tising budget in excess of $3,000,000, the 
Goldblatt Shopping News is widely dis- 
tributed for special promotions. 

The main floor of the State street store 
was recently redecorated and fluorescent 
and incandescent lighting installed to flow 
over colored curtain walls that define the 
different departments. These colored walls 
replace an all-white background to enliven 
the interior, and their studied application 
was devised to appeal to the type of cus- 
tomer that frequents the area, as yellow 
for men’s wear, pale blue for cosmetics, 
etc. The building pillars were painted white, 
for they often introduce a new color during 
seasonal promotions. For example at 
Christmastime they were covered with 
fuchsia foil paper to contribute a festive 
aura apropos of the season. The interior 
display staff was responsible for coordinating 
all departments into an over-all, well- 
planned color scheme, supervising the basic 
changes in illumination, and the installation 
of spots and floods that called attention to 
advertised items. 

As is the case with all large organi- 
zations, the young displayman is under 
strict regimentation as to store policies 
but the reward is a broad knowledge of 
display that is gained through the varied 
experience offered by employment at Gold- 
blatt’s. 

Goldblatt Brothers were early endorsers 
of visual merchandising and it is interesting 
to note the increasing attention to this 
advertising medium that is constantly shown 
by store executives. 


Superflex Distributed 
By Aetna Plywood 

“Superflex,” a completely fiexible plywood, 
is now being distributed by Aetna Plywood 
& Veneer Company of Chicago. The ™%-inch 
thick lumber core panel can be bent to a 360 
degree circle on an 8-inch diameter. The 
smoothly sanded faces of “Superflex” panels 
are available in sliced walnut, ribbon striped 
African mahogany, and rift white oak. Aetna 
Plywood’s Chicago warehouse carries all three 
in %-inch panels, 48 by 96 inches. Shorter 
lengths are also available. 

Write to Aetna Plywood & Veneer Com- 
pany, 1741 North Elston avenue, Chicago 22, 
for information on sizes, prices and descrip- 
tive literature. 


Elmo Morton Joins 
Parks-Belk 

Formerly with the H. P. King Company, 
Bristol, Tenn., Elmo Morton is now in charge 
of window display for Parks-Belk Depart- 
ment Store, of the same city. 
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FOR YOUR 


Spring 
MILLINERY DISPLAYS 


One of a group of six radiant new 
heads that LOOK LIKE...AND WEAR 
HATS LIKE smart fashionable women. 
Meticulous make-up over soft feminine 
flesh tones give these heads a char- 
acter not usually found in ordinary 
heads. The coiffures, of course, are 
styled to wear hats without distortion. 


*32> 


INDIVIDUALLY PACKED 


FOR COMPLETE LINE OF SIX 
HEADS SEE KORRECT-WAY’S 
FULL PAGE AD IN THIS ISSUE 


KEHOE DISPLAY FIXTURE CO. 


541. MARKET STREET SAN FRANCISCO, CALIFORNIA 





MR. WM. E. KEHOE, exclusive Korrect-Way distributor 

















able and ahaa 
TRADEMARKS reproduced in size for 


with Window Displays and Special Promotions. 


Hamberger 


You owe it to yourselves and your 
windows to visit the HAMBERGER 
showroom for the newest and finest 
in Spring and Summer display 
decorations. 


As always, HAMBERGER is pre- 
pared to help you with your prob- 
lems and to supply your every 
display need. 


For the soundest values that make 
every display dollar do a superior 
selling job see 


DAVID HAMBERGER, Inc. 


Display Decorations 
115 W. 3lst ST, NEW YORK CITY | Disp AY Orr | 

















ymbol of 
Quality 


Moanufachurors. 
F enufeltet 


GENERAL 
DISPLAY 


CORPORATION 
140 WEST FOURTH ST. 


Eincinnati2,Ohig 


General Display Corpor- 
ation is recognized as 
the Symbol of Quality 
among Department Stores 
and Specialty Shops from 
coast to coast. 


SPRUCE UP 
FOR SPRING 


For Fine Manikin 


Sve aresallave relare 
Distinctive Wig Styling 


WADISOMIA 


America’s Largest Manikin 
Refinishers 

Mfg's of MANIKIT & MANIWASH 

NEW YORK 164 WEST 25TH STREET 

(ol 11 Ov. 4C1e) 11 S. DESPLAINES ST 

oy. Vaw) 209 S. INDUSTRIAL BLVYC 


LOS ANGELES 312 EAST 3RD STREET 
SAN FRANCISCO 577 HOWARD ST 


FACTORY-ON-WHEELS 
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ALGREEN Drug Stores’ new dis- 

play department, recently constructed 

in Chicago, has been termed the best 
equipped, most modern and efficient work- 
shop of any retail drug display department 
in the country. 

Located in a new brick building at 6122 
North Clark street, the new installation 
has complete facilities for developing store 
interior and window displays plus other mer- 
chandising ideas. 

Key purpose of the department is to 
enable displays to be erected and _ tested 
under conditions approximating those met 
in actual store operations. In line with this, 
the main display workshop is illuminated 
with Slimline fluorescent lighting and is 
equipped with every other detail of the 
modern Walgreen drug store, even to a 


glass entrance. Thus everything from a 
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new drug counter rack to a complete Christ- 
mas campaign can be developed to its full 
effectiveness. 

When displays are completed and _ re- 
ceive company approval, staffers diagram 
and take photographs of them in providing 
guides for their installation in Walgreen 
stores. 

Besides a variety of merchandise islands, 
three full-size departments (drug, cosmetic, 
cigar), showcases and wall shelving, there 
are 22 full-size display windows in which 
presentation can be tested and approved 
from a street traffic viewpoint. 

Efficiency and convenience highlight the 
workshop. Fixtures, mounted on casters, 
can be rolled easily to any position. Show- 
cases have glassless fronts, allowing dis- 
playmen easy access. 
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LOOKING SOUTH THROUGH 
NEW YORK WINDOWS 
[Continued from page 29] 


a larger diameter in the front of the window, 
while the four to the rear were much smaller 
in size. Cobb placed lights inside the lan- 
terns to supplement the spots thrown onto 
the setting. A flat blue paint colored the 
back wall and angle-shaped panels in the 
side wings. 

Serving to frame the display, two natural 
wood panels were used—one to either side 
of the window. Natural colored linen 
crash was used for a floor covering. In 
this colorful setting, with her own bright 
yellow frock the mannequin wore white 
accessories. 

Festoons of Spanish moss turned Lord & 
Taylor's windows into Southern bowers. 
Henry Callahan, display director, extended 
his display area in the window by leaving 
an archway in the background mass of 
greenery, and beyond that arch a deep 
green wall receded far into the distance. 

Clusters of pink blossoms hung from the 
vines among the banked greens. The ceiling 
and upper wall of the windows were painted 
deep pink, a repeat of the blossom shade, 
as well as the color of the coat worn by 
one mannequin in the display. The other 
featured attire, another coat and _ three 
dresses, were of a soft beige shade to point 
up the caption: “Pretty for South, the 
latest direction in our designer collection. 
The feminine highly social air of embroi- 
dered linens, low cut shantungs, in all the 
pale shades”. Crushed stone covered the 
floor. Bottles of “Quelques Fleurs” perfume 
by Houbigant completed the detail. 

Turning to the man trekking Southward, 
Callahan arranged a series of windows at 
Lord & Taylor’s entitled: “In our men’s 
shop the solid South accepts good checks 
under the signature of M. & W. Thomas 
Company”. A large backboard, weathered, 
was white-washed to serve as mounting 
for an enlarged map of Southern waters. 
Colors of red and green predominated in the 
map. Around it motifs of Southern sports 
were arranged appropriately. Two oars 
were mounted horizontally above the map, 
while a draping of fish net and a rod and 
reel were hung vertically beside it. Two 
bright red lobsters and a festoon of sea- 
shells completed the nautical array on the 
panel. 

In the front of the panel a long folding 
table with a white top had been set up. 
The floor was covered with gravel, and a 
metal chair stood to one side. Against this 
background, on the table as well as on the 
floor, sports apparel, featuring the outlined 
checks, had been arranged. A wire manne- 
quin painted white wore a checked jacket 
over plain colored shorts and carried a 
tennis racket. 

Garlands of white tissue paper fans 
stretched vertically through the window 
created a background for a series of dis- 
plays at Bloomingdale’s. Edward von 
Castleberg chose the caption “Mauve pink 
tinge for the South, for the summer to come”. 

A marble effect framing flecked with the 
mauve pink and with silver was placed 
just inside the glass. Top and sides of the 
framing slanted in toward the setting. Pink 
crystals were strewn about the window floor. 
Two mannequins in the window wore mauve 
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THE PIONEER—frosfee Sno 
SNO GLOCK 


RE argh SNOW TEXTUR 
FIREPROOF + LIGHT 
ie) i siak Be a* 


EASILY + 


Sold by Leading Display Jobbers in U. S. and Canada 
Made only by 


frostee SNO COMPANY oe anticcn. i. 














Demand the Oldest Name 


in _— Turntables! 


Doto'Sho 


peti tenn 


Your ROTO. 
SHO Electric ae. RK, are used by mer- 
chants throughout the world for trouble-free 
action displays. Sturdy steel construction, 
powerful A.C. motor permit load capacity up 
to 200 ibs. 18” table revolves 3 times a 

Ceiling units and —— hea 


DISPLAYS| 








ay SL: tc 


Build- -up fixtures | too. 


ne QUALITY 


line of 
Two-way electric outlet permits novel, self-con- 
tained lighting effects or operation of electrical 
devices while table turns. Will revolutionize your 
window trim! 
MODEL "A" 
ROTO - SHO DISPLAY FIXTURES 


Standard for the 


world! The action Over 500 Stock Units 
display-way to 
boost your sales. 


See your local jobber, or write us. for complete L U $ T R A : ( | T E 


catelog of ROTO-PRODUCTS! 


GENERAL DIE & STAMPING COMPANY INDUSTRIES, INC. 
Integrity Since 1919 
Dept. ©, 262 Mott Street, New York 12, N. Y. 225 W. 28th St.. New York City | 























MANNEQUIN WIGS! REPAIRS! USE THE 

Horse-heir and novelty wigs made te OPPORTUNITY EXCHANGE 

or r lowest rices ' wi m 

aver te lok like now Pest sorties, Per any WART AD purpose: 

Try os POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 
ee ee oe om REPRESENTATIVES WANTED 
964 21ST STREET SAN PEDRO, CALIF. $3.00 Per Column Inch — CASH WITH ORDER 
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DISPLAY’S NEWEST, MOST 
VERSATILE WONDER MATERIAL 


STYROFOAM 


PANELS—SLABS—BLOCKS 

Cut to Size. Available in I" to 6" thickness. Lengths 
up to nine feet—i2" to 20° wide. Also boxed in 
cartons 10", 12" and 20" wide—36" long. 

We will cut, shape or form STYROFOAM® to your 
specifications. Our wide experience — specialized 
facilities save you time and money. Check with us 
for all of your STYROFOAM needs—no obligation. 

Jobber Inquiries Invited 
*A Dow Product. 


PRODUCTS, Incorporated 
6415 N. California Avenue, Chicago 45, Illinois 








A NEW 


MARBALIA 


BOOK IS NOW READY! 


It contains samples of two 
hundred numbers. 


WRITE IN FOR YOUR COPY 
TODAY 


Samples also available of our com- 
plete line of decorative papers and 
coordinated fabrics, including: 


e TORTOISE SHELL 
e PYTHON 

e ZEBRA 

e LACE EFFECT 

e WOOD EXOTIC 








| Complete 


| ations, 99 Broadway, Brooklyn 11. 
| manufactures mannequin hands and display 
| forms. 
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pink suits, one of them striped in gray. 
Each mannequin wore a small pink hat, 
and heavy gold bracelets. For added inter- 
est one of the two figures was shown emerg- 
ing from among the fan garlands. 

Bamboo outlined masts and sails for 
boats, and wire outlined strange fishes in 
a series of men’s resort wear windows at 
Macy’s, where John R. Foley is window dis- 
play director. The fish outlined were filled 
in with big strips of colored papers pasted 
in criss-cross fashion. Some of the fish 
were suspended tail down, as though hooked, 
from the ceiling; others floated, though 
held by taut wire, between the sail openings. 
A wire-outline man wore shorts of pasted 
paper strips and stood against the sail. 

Sand strewn on the floor simulated a 
beach. Resort togs and accessories for 
men were arranged against the background. 
One figure wore street clothes for sunny 
lands, but the merchandise included typical 
sports attire as well—shorts, bright sports 
shirts, and sandals. The window lights 
threw interesting shadows of the sail out- 
line and fishes on the backwall. 


Showcard Machine Announces 
New "Sign Center" 

The Showcard Machine Company, manu- 
facturer of sign printing equipment, an- 
nounces a special efficiency unit now avail- 
able with the company’s Model 7-11 machine. 
Termed the “Sign Center,” this new unit 
is work bench, storage cabinet and type 
rack all in actually a complete sign 
shop in 4 square feet of space. 

It holds the Showcard machine at the 
proper working height, and places all neces- 
sary materials within easy reach of the 
operator. Directly above the machine is a 
convenient type rack, made as an integral 
part of the unit. Drawers below the work 
surface provide storage for extra type and 
supplies of all kinds. Open shelves below 
accommodate an ample supply of card stock. 
A convenient pull-out shelf at the side pro- 
vides additional working space when needed. 

This new work unit is built sturdily, 
entirely of metal, finished in gray enamel, 
with fluorescent lighting above the type cabi- 
net to illuminate the work properly. The 
“Sign Center” is offered complete with the 
Model 7-11, or it can be furnished sepa- 
rately for present users of the machine. 
information can be obtained by 
writing to the Showcard Machine Company, 
1196 Merchandise Mart, Chicago 54 


one 


| Frank Helling Now With 


Ar-Tee Creations 

Frank Helling has resigned from Artistic 
Latex Form Company to join Ar-Tee Cre- 
The firm 


Laverne Estes To Join 
Levy's, Galveston 

Laverne “Jack” Estes, now on the display 
staff of Foley Brothers, Houston, will join 


S. Levy & Co., Galveston, the latter 
part of February as display manager. He 
replaces Charles G. Gallagher, resigned; 
the latter will make known his future plans 
soon. 
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FEBRUARY, 1926 

W. L. Stensgaard, display director of the 
Stewart Warner Corporation, was elected 
president of the Chicago Display Men’s 
Club. Other officers were Howard Oehler, 
Wieboldt’s, vice-president; R. O. Johnson, 
Commonwealth Edison Company, secretary, 
and W. A. McCormick, The Boston Store, 
treasurer. 

Donald Springer, formerly with Victor 
Brothers, St. Mary’s, Ohio, joined the Porter 
Clothing Company, Birmingham. 

C. E. Gillingwater, who had been with 
Famous-Barr, St. Louis, became display 
manager for the Wurlitzer Music Company, 
Los Angeles. 

Max Fiedler joined the display staff of 
the Brown-Israel Company, Los Angeles; he 
had been with Kaufmann’s, Pittsburgh. 

C. H. Diston joined Berney-Block Com- 
pany, Altoona, Pa., as display manager. 
Previously he was with W. B. Wilson & 
Son, Inc., Cape Charles, Va. 

Formerly with Murray Kay Company, 
Toronto, H. C. MacDonald became head 
of display for Newcomb-Endicott Company, 
Detroit. 

E. R. Barry, formerly with Western Auto 
Supply Company, became display manager 
for Clark's Dollar Store, Los Angeles. 

FEBRUARY, 1941 

R. K. Pugh, for two years in charge of 
display and advertising for Lonine’s, St. 
Louis, accepted a similar position with 
Abdallas, Opelousas, La. He succeeded 
Grady Merriman, who joined The Palace, 
Monroe, La. 

Formerly with the display department of 
Frederick & Nelson, Seattle, Al Gausted 
joined Swelldom, Los Angeles specialty 
shop, as display manager. 

Seventy-five St. Louis displaymen met at 
the Jefferson hotel to discuss ways and 
means of reorganizing the local display 
club. Officers elected were: Tom Kenna, 
Famous-Barr Company, president; William 
Schrick, Scruggs-Vandervoort-Barney, vice- 
president ; John Stoppenbrink, Williams Shoe 
Company, treasurer; David Estes, Bond 
Clothing Company, secretary; Otto Lasche, 
Kline’s, sergeant-at-arms. 

Interstate Department Stores, Inc., New 
York City, announced the appointment of 
Paul E. Torrey as display director. He was 
formerly with Montgomery Ward & Co. and 
Sears, Roebuck & Co. 

Ivan L. Joslin took charge of display and 
advertising for Glasgow's, Jackson, Mich. 
He had been with Herz Store, Terre Haute. 

One of the survivors of an airliner crash 
near Atlanta the night of February 27, 1941, 
was George Feinberg, vice-president of 
Dazian’s, Inc., New York City. 

Edward Arkow, for several 
charge of display at Gimbel Brothers, 
Philadelphia, resigned his position. He was 
succeeded by Paul Lord, art director of the 
store’s advertising department. 

William Cahill, Goldblatt’s State street 
store, Chicago, was the featured speaker 
before a meeting of the Merchandise Pre- 
entation Club, South Bend. : 


years in 
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Pitt Returns To Sherman ‘ Rahs Mae eK SR 

As Vice-President : 25 NEW! 
George Sherman, president of Sherman : , wa ee: 4 

Paper Products Corporation, Newton Upper 2 ty ; 5 : ec see ve Durable! 

Falls, Mass., has announced the appoint- | { a a bh, oo ae ‘ 4 


ment of Edgar W. Pitt as vice-president 
in charge of sales. 


Pitt returns to Sherman after an absence ; } ae 
of six years, during which time he served : , as Cc 


as director and vice-president in charge of 

sales at Central Paper Company and, more : Pla t 

recently, as sales manager of Gummed _ : mn A 

Products Company. : 
Previous to 1945, Pitt was general sales These beautiful new plastic plants are made from a unique material that is fire-proof, 

manager at Sherman Paper Products Cor- impervious to acids, solvents, greases, and are unaffected by a wide degree of temperatures. 

poration, with which firm he had been THE PLANTS ARE WASHABLE AND DURABLE and can be cleaned, stored, and reused 

associated for 15 years. He was instru- season after season. 

mental in the development of the Sherman The many uses of these plants include both window and interior displays both individually 

“V-Line” protective packaging papers which and in complete settings. 

played an important part in the shipment Shown above are Iris and the Tulip, two of the more than 60 plants and we typos ome ne 


of material during World War II. His the complete line which includes a variety for every season. Photograph mp 
20 years experience in the paper industry 








prices are available on request. 
particularly suits him for the executive JOBBER AND DISTRIBUTOR INQUIRIES INVITED 


responsibilities of his new position. 
eerie Plastic Reproductions 


New Officers And Board 
OF California Club ee er 
f ; : 817 ELLISON AVE. EAst 8524 CINCINNATI 26, OHIO 
At the annual election of the Southern 
California Display Club held on February 
7 in Los Angeles, the following officers ‘ ee f 
and board of directors were elected: Chair- ; 
man of the board, Roger Pickett, Rathbun’s, ae “bag 4 Santa Claus WIG & BEARD sets 
North Hollywood; president, Harold Kelly, ‘ '& " a 
Desmond's, Los Angeles; vice-president, ch : a : ‘2g made of 100% DuPont NYLON 
Louis Craig, Nash’s, Pasadena; secretary- i je “a FLAMEPROOF — WASHABLE — COMBABLE 
treasurer, Elizabeth Hearn, Western Dis- 3 ss 
egy Anweles “ ae... ; These superbly styled, pure white, non- 
play, Los Angeles. : ‘ ee “ : 
B 1 of Directors: Paul Smith, J. W : fading wig and beard sets of 100% Nylon 
oard of Uirectors: Faul Smith, Jj. W. i ; ‘ : Hair are constructed to give them the 
Robinson Company, Los Angeles; Laura ah 3 most natural appearance possible. They 
Walbridge, Broadway Department Stores; ; are soft, non-inflamable, and can be washed 
Jim Bowes, Broadway-Westchester; Stanley 4 fae, and recombed. The beard is approxi- 
Kaczmarek, Florsheim’s, Los Angeles; 3 ; mately 15 inches in waved length. 


Merlin Luick, Broadway-Hollywood ; George = oe We also manufacture display Manikin 
Rogers, Rankin’s, Santa Ana. , ‘ Wigs out of Nylon and other materials. 


Rae eagoerr ¢ <= MEYER JACOBY CORPORATION 
gue Issue 34 W. 20th St. New York I! 

By Arrow Fastener 
A six-page, two-color mailing piece, by 
Arrow Fastener Company, Inc., 30-38 Maujer 


street, Brooklyn 6, is devoted to cng ang For Spring & Easter Display 


and descriptions of its complete line 


stapling products. In addition to showing 
the many staples offered by the company, F E R N S$ 
the folder reproduces many thumbnail 


sketches showing how these hand units are FLOCKED AND PRESERVED 
saving money on many fabricating jobs. REGULAR AND PASTEL COLORS 


eRe, FOR ALL SEASONS 


Orion O'Herron Dies; 

° Also: Johnson Grass, Ambush Grass, Fox Tails 

man ’ . 7 
Wes Display Sales : Sea Oats, Sea Fans, Star Fish, Shells. 
Orion O’Herron, who traveled many sea- oe ; 

sons for the Earl W. Gasthoff Company, Write for Catalog. 
Danville, Ill., in the Eastern territory, died 
suddenly on February 3. Funeral services JACK DE WEESE 
were held February 6. Before his connec- 203-205 $. Miami Ave., Miami, Florida 
tion with Gasthoff, O’Herron traveled ; bi . 
throughout the United States as a sales 


representative for the Meyer Both Company. 
USE THE SHOW WINDOW and COUNTER 


Don’t forget—send in your news OPPORTUNITY EXCHANGE 
items about all happenings in the For any WANT AD purpose: 
display field: births, deaths, marriages, POSITION WANTED POSITION VACANT 
changes of position, anything pertain- USED DISPLAY EQUIPMENT FOR SALE 
ing to display or displaymen anywhere. $3.00 Per Column Inch CASH WITH ORDER 




































































LOONEY 
over 

DISPLAY 

LETTERS)? 


{G9 


Are SCARCITIES, HIGH 
COSTS, LESS HELP, Driving you NUTS ? 


Stop worryfn’/ 
eo 

The Display Director with his drawers 
full of Halicraft Display Letters will be 
sitting on top of the doghouse in the 
rough times ahead. 

allcraft Display Letters are precision 
cut from rugged, long-life, laminated 
board. Thre¢ thicknesses up to 4 
e@ Can be used over and over again— 
painted till they’re blue in the face! 
@ Regular and Track. Base styles—‘‘4-way 
track® of of natural finish poplar wood. Tidy 
i ce saver’’ cabinets for storage. 

quest on company letterhead brings 
comphes and complete information on 
sizes, colors, styles, prices. Write today. 


| been awarded us. 
| to have 


| much.—Randall H. 


| displays 


| honor. 








FOIL PAPER 


26" WIDTH — 25 ft. - 50 ft. - 100 ft. 
and full ream rolls. Carried in stock 
i colors. 
R. A. OHLHORST 
454 Broome Street, New York 13, N. Y. 











JOBBERS — DISTRIBUTORS 
Ask for new spring line of unique KEW-BEE- 
KUT Window display flooring materials. Retail 
stores ask your jobber to show you our new 
line listed in our 25 page catalogue. 


. 76 ON. 6th S§ 
National Sawdust Co., Inc.irociye 11,8. ¥. 











WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
319-321 N. Paca St. Baltimore 1, Md. 











NEW STYLE WIGS 


With Adjustable Rubber Foundations 
For particulars write: 


ACTION FORM COR 


265 W. 17th Street New mr. City 11 
WaAtkins 9-4276 
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Thank you very much for your letter of 
January 15 and the bronze medal which has 
We are indeed honored 
received an award in the Interna- 
Display Contest. Thank you so 
Cooper, president, State 
Chicago 


tional 
Street Council, 

I/ certainly want to thank you for your 
kind letter informing us that one of our 
has been awarded a gold medal 


in your 1950 contest. You may be sure that 


| the medal will be proudly displayed.—D. H. 
Grigsby, 


advertising manager, Zenith Radio 


Corporation, Chicago. 


I.am in receipt of the very fine silver 


medal and your letter advising me that I 


had been awarded this medal in your 1950 
This is a surprising and delightful 
It was certainly unexpected and I 
sincerely. appreciate the distinction your 
publication and the judges of your contest 
have bestowed upon me. I hope my future 
work in the display field will be of merit- 
able quality as to sustain the tribute accorded 
me. 

I would like to take this opportunity to 
pay tribute in return to you for an out- 
standing job you are accomplishing in the 
editorship of DISPLAY WORLD and for 
your many helpful contributions in uphold- 
ing the fine standards of the display profes- 
wish you long and _ continuous 
Frank Vermilye, Foley’s, Houston. 


contest. 


sion. I 
success. 





—At Weiss & Goldring in Alexandria, La., 
Display Director Edward Keeton believes in 
setting up experimental displays several months 
ahead of the regular installation. Here is 
one such window designed for the coming 
Easter season. Of special interest are the 
bent metal tubes, which Keeton uses for grilles, 
stylized columns and displayers— 
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—From Salomao Anauate & Brother comes 
this unusual institutional display for Racing 
Week in Sao Paulo, Brazil. It was designed 
by the Italian modern artist Franco Sacchi— 





It was most gratifying to learn that we 
had won second place in the 1950 DISPLAY 
WORLD contest. We feel very proud and 
honored. This distinction means a great 
deal to me personally, to the display depart- 
ment, and, of course, to Lit Brothers. My 
sincerest thanks to you and your assistants 
who acted as the judges of the contest. 

We have received the medals and are 
looking forward to receiving the silver 
plaque as a further acknowledgement of 
this achievement—Thomas B. Comerford, 
Lit Brothers, Philadelphia. 

I was very pleased to hear that I placed 
in the 1950 International Display Contest. 
I considered it a great privilege to be able 
to enter such a contest, and congratulate 
you on the many opportunities for develop- 
ment you constantly offer displaymen.—Tom 
Watkins, Ellis Stone & Co., Durham, N. C. 

I surely got a thrill out of the awards. My 
entire staff was stimulated—Del LeSage, 
Spokane Dry Goods Company, Spokane. 

We consider ourselves very fortunate in 
being one of those to receive the 1950 award 
in conjunction with the International Dis- 
play Contest—Charles A. Thompson, Good- 
all Fabrics, Inc.. New York City. 


It was with a great deal of pride that we 
received the gold medal award in the 
stationery division of your International 
Display Contest. I want to thank you on 
behalf of myself and my company for the 
opportunity of entering this contest and 
you may be sure we will look forward 
to entering in 1951—Thomas F. Burke, 
Schwabacher-Frey Company, Los Angeles. 

Sorry not to have answered before, but I 
have been so amazed by your announcement 
that we won top award in the International 
Display Contest that words have utterly 
failed me. I don’t know what to say, other 
than that I truly do not feel that we deserved 
such consideration. Needless to say that 





FEBRUARY, 1951 


everyone around here is excited about this 
most unexpected honor. Thanks a lot from 
all of us. 

Hope to be able to pay you a visit this 
coming June, but I am afraid my golf will 
be worse than ever—not having played since 
our last game——Harold McLaren, The Bon 
Marche, Seattle. 


It is indeed a surprise to have you and 
your associates confer upon me the gold 
medal award for first place displays in the 
drug field and I hereby offer my sincere 
thanks. I also wish to thank every merchant 
and their displaymen who have so cheer- 
fully assisted me in getting this award by 
loaning me various display props to set up 
these fine displays. 

Mr. Charles V. Selby also joins me with 
sincere thanks for this honor conferred 
upon his business establishment. 

I can assure you I will be in there again 
for this year’s contest and I sincerely hope 
you have many more contestants to make 
it more interesting than ever—James A. 
Nichols, Selby Drug Company, Clarksburg, 
West Virginia. 


The seven medals arrived and they'll 
maks a fine addition to those which now 
adorn my office. I pride the DISPLAY 
WORLD awards because I know that many 
quality displays were entered. Please con- 
vey my sincere appreciation to the judges 
who passed upon the merits of the displays 
submitted, and to DISPLAY WORLD for 
making the contest possible. These con- 
tests are a great stimuli to action. The 
better the displays the better the results 
will be—Clement Kieffer, Jr., The Kleinhans 
Company, Buffalo. 


Your letter of January 15th advising us 
of the gold medal award for displays was 
received with great pleasure and interest 

. I am most anxious to have you see our 
new 1951 displays and will send you photo- 
graphs for your use in DISPLAY WORLD 
publicity and inclusion in the 1951 Inter- 
national Display Contest—M. S. Boehmer, 
advertising manager, Hickok, Rochester, 
New York. 


Thank you for your letter wherein you 
advised us that the Hallmark “Snow Man” 
display was awarded a gold medal in your 
International Display Contest for 1950. It 
goes without saying that we are thrilled 
about this and know that Hall Brothers will 
likewise be thrilled. We want to keep on 
trying to develop displays that can possibly 
win some more gold medals in your 1951 
contest.—A. R. Schultz, Thomas A. Schutz 
Company, Chicago. 

It was wonderful to hear from you regard- 
ing the award of the bronze medals. My 
staff was most excited and are looking for- 
ward to seeing the medals. Thanks to you 
all, and regards—Tom Lee, Tom Lee, Ltd., 
New York City. 


Your letter telling me I was awarded a 
bronze medal in the International Display 
Contest was good news to me. I received 
the medal and wish to thank DISPLAY 
WORLD for same.—Albert Schultz, Croll 
& Keck, Reading, Pa. 





DIS PLAY WORLD 


SIGNS FOR EVERY NEED 


ADVERTISED TODAY 


CHANGEABLE LETTER, NAME 
STRIP OR CORK! 


Write today for Acme’s FREE folder, 


“Selling Through Suggestion”, 


and the 


latest Acme catalog on directories and 
bulletin boards for department stores 


and menu boards for cafeterias. 


There 


is no obligation and no salesman will 


call. 


37 EAST 12™ STREET 
NEW YORK 3, N. Y. 








* |BULLETIN COMPANY| 








For Faster, Easier 


Cutout Work 


@ Cuts designs of any size 
@ No holes to bore 
@ Simple to operate 
@ Portable 
Write for FREE Catalog! 


INTERNATIONAL REGISTER CO. 


2622 W. Washington Blvd. 
Dept. 21-W, Chicago 12, Ill. 


FOR ALL CUTOUT WORK 


It was a great thrill as I received your 
nice letter telling me that I won the bronze 
medal award in the DISPLAY WORLD 
International Display Contest. I am very 
happy to be one of the winners. Besides 
my awards in display contests in my display 
career for work in Europe ar.d here in this 
country, the one you sent me is the one 
which I am very proud to possess.—Harry 
Kramer, Levy’s, Nashville. 


Your letter of the 15th came as a complete 
and happy surprise. However, speaking 
for the entire staffff of The Hecht Company 
display department and myself, I want to 
thank you for the tribute which was be- 
stowed upon us in the gold and silver medal 
awards.—Earl Dorfman, The Hecht Com- 
pany, Washington. 





FOR OUTSTANDING 
BACKDROPS 








Lloyd's Genuine 
GRASS CLOTH 








Add extra eye-appeal to your 
display promotions with 
Lloyd’s Grass Cloth—a favor- 
ite backdrop material with 
display men everywhere, be- 
cause it adds that “sales 
touch.” 


WRITE TODAY FOR FREE 
SAMPLE AND PRICE! 


wHs.oLlyd CO., INC. 


16 E. 52ND ST., NEW YORK 22 
NEWARK @ BOSTON e@ CHICAGO 


E. C. BONDY, BEVERLY HILLS, CAL. 

















AL THERMOSTATIC 
FLASHERS 








EXQUISITE SMALL FLOWERS 
Interior 


For Show Case and rims 
Produce display effects impossible with regular 
lines of display flowers. hg oa ood —r 


Tremendous Varieties in 
MILTON S. AHRENS, inc. 
56 W. 36 ern’ § ST. Ow YORK 18, 
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Pat. Pend. Trade-Mark 
* . . a . . 








The 
Flexible Display Fixture 
8. B. BUTLER MFG. CO.. INC. 


3432 NORTH AVONDALE AVENUE 
CHICAGO 18, ILLINOIS 


TIMBERTONE 


Installation 





Unusual papers for every need— 
case and wall treatments, interior 
displays, window valances and 
backgrounds. 

Write for complete swatch book 
of Timbertone papers. Address 
us on your store stationery. 


° 


CATONE DECORATIVE CD,, ine 


14 EAST 32*° STREET, NEW YORK I6 
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Overhaul In 1951 


By DEL LE SAGE 
Spokane Dry Goods Company, Spokane 


of experience and your management 

tells you they think you do a top selling 
job, and you also sell the store—which is 
very important; if you feel as I do tnat 
with a few corrections, display can do a 
lot more selling than it has in the past, I 
offer these suggestions with the hope that 
these thoughts will help establish a new 
tearhwork selling force in all retailing 
stores. 

1. Schedule every promotion and prepare 
for promotions as far in advance as pos- 
sible. 

2. Request information on the year’s pro- 
gram from top management; they know the 
program for 1951. 

3. “Short notice” has made a monkey out 
of many a display manager. Check last 
year’s events; they will come up again in 
1951. Ask top management what they would 
like to have you do to improve the job over 
1950. ~ 

4. Don't be afraid of top level thinking— 
it is the middle level thinking that suggests 
to management that display can do more 
for less. 


I F you are a display manager with years 


5. Take management into your confidence 
and tell them you can and will do a better 
job—but you can’t handle properties as fast 
as the advertising department can set up 
white space. Ask for advance notice on all 
events. 

6. Point out to top management how 
“sales promotion” thinks of display at the 
last minute and expects display to perform 
a miracle. 

7. Ask top management to allow you to 
sit in on all advance planning; you will 
know then what is going to take place in 
your store and when and you will be pre- 
pared for the event with top selling displays 
—the way top management wants the job 
done. 

8. Don’t let foolish programs, and I don't 
care who sets them up “to get display rec- 
ognized by top management”, distract you 
in any way. Stick to your guns. You must 
know ahead, far ahead of all events—to 
prepare for all events. Point out that you 
can improvise and do more with the props 
you have in the warehouse if you have time 
to analyze your project. This is the only 
way you can save money for a store display- 
wise. This is the only way you can avoid 
overtime. 

9. Ask the president of your company 
every chance you get for suggestions. He 
knows how he would like to see events 
handled. Don't permit anyone to make ex- 
cuses for any poor displays you install 
because of short notice. Go to the presi- 
dent of your company and let him know your 
problems. 

I am completely convinced after 22 years 
in retailing with top stores in America 
that there are unlimited selling possibilities 
for display. 


I am convinced that display and adver- 
tising must be a teamwork force in all 
stores to sell merchandise in these trying 
times. 

Why shouldn’t display and advertising 
pull together to help the buyer show a net 
profit for the head man? 

A better job of selling can be done but 
not with the methods set up by the “sales 
promotion” program to date. 

When the pendulum swings 
too late to make corrections. 

The first half of 1950 “sales promotion” 
advocated curtailed spending for display. 

Look at the record for the first half of 
1950. 

Now in 1951 is the year to check over 
all retail programs and operations. 

Somebody was wrong the first half of 
1950; 1951 is not too soon to overhaul our 
selling machine. 

It must run a lot smoother for rugged 
going—which the older boys say we will 
have to face in the near future. 


it will be 


Red Wing Offers 
Display Catalogue 

A colorful and complete catalogue of 
new store display equipment for 1951 is now 
available, according to an announcement 
made by Herb Coon, president of Red Wing 
Products. 

The catalogue offers everything needed 
by individual departments or entire stores 
for the handling and displaying of mer- 
chandise and runs the gamut from pin 
stickers, tags, and display boxes to unusual 
items in plastic model displays and chrome 
racks. It affords the store owner or de- 
partment head the facility of ordering 
everything direct by mail. 

A copy of the Red Wing catalogue is 
available when requested on company let- 
terhead. Write direct to Red Wing 
Products, Bellerose, N. Y. 


Point-Of-Sale Display 
Stars Young Student 

The surest way to sell women of all ages 
on having beautiful, youthful hair with the 
aid of “Jewelite” brushes is by the “you, too, 
can” example according to Pro-Phy-Lac-Tic 


Brush Company, Florence, Mass. 

The company’s talent scouts went on a 
quest for a model qualified particularly to 
personify teen-age youth and loveliness. They 
found her in Jackie Evans, 15 year old student 
of Joan of Arc high school, in New York City. 

Now the youthful model is starring in 
point-of-sale displays throughout the nation. 
Created and produced in eight colors by 
Einson-Freeman Company, Long Island City, 
the display shows the girl combing her hair 
before a baroque-framed mirror. Thus a 
rear view and front view of her head are 
obtained. The point-of-sale promotion ties in 
with national advertising on “Jewelite”. 
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WANTED 
WINDOW TRIMMER 
Leading Middlewest apparel 
store seeks thoroughly cap- 
able window-trimmer with 
good display knowledge in 
men’s, women’s and children’s 
fine apparel, as first assistant 
on Display Staff. Good start- 
ing salary with fine oppor- 
tunity. Write complete de- 

tails to 
W.G. Mudge, Display Manager 
ARMSTRONG’S 
Cedar Rapids, Iowa 





OPPORTUNITY EXCHANGE 











FOR SALE 
R-X Business, 
Accounts and Stock 
Est. 1935 


167 E. 121st Street 
New York City 35 
LEhigh 4-0127 


territory. 


confidence. 


200 Varick Street 


SALESMAN WANTED 


A leading manufacturer of Artificial Flowers, Fruits, and 
Foliage, (Fabric only), member of NADI, requires services 
of high caliber representative for South and Southwestern 
Excellent opportunity for “Go-Getter”. 
jection to non-conflicting lines. 


No ob- 
Write full information in 


MARROW MFG. CORP. 


New York 14, N. Y. 


FOR SALE 
Store Wide 76th 
Anniversary Sale Trim 
In papier mache and _ velvet, 
for posts, ledges and windows. 
Cost $1,775.60 


Will take $445.00 
Photos on request. 


M. R. McCDONNELL 


Halbach-Schroeder 
Quincy, Illinois 














POSITION WANTED 


Displayman — 18 yrs. experi- 
ence in women’s ready-to- 
wear and specialty shop dis- 
play, now employed, desires 
change. Last 10 yrs. display 
manager of chain of 8 spe- 
cialty shops. Family man, age 
37, sober, conscientious, sales 
promotion minded, knowledge 
of ad lavout. Prefer New 
York or Phila. area. 


Address Box KK 


Care of DISPLAY WORLD 


FOR SALE—12 Adult Female Mannequins 


In sizes 12 and 14. Complete with hands, arms, hair, and 
standards for standing figures. 
standing figures, and one half-figure. If interested, pictures 
and prices submitted on request. 


Prices from $20 to $45 
Will sell whole lot for $300 
Inquire, Display Manager, Gorton Coy 
Elmira, New York 


Six seated figures, five 


CORRESPONDENCE INSTRUC- 
TION—In Window Display. In op 
eration for over 40 years with over 
20,000 graduates in nearly every 
country in the world. Write for 
catalog. THE KOESTER SCHOOL. 
Koester Bidg., 3710-12 N. Cicero 
Ave., Chicago 41, Ill. 




















WANTED 


Display man for department 
store, capable of taking charge 
where better type windows 
and interiors are featured. 
Must be capable card writer. 
Prefer man now located in 
southern Ohio, southern In- 
diana, Kentucky, West Vir- 
ginia or Tennessee. Give full 
particulars and references in 
first letter. 


Address Box RR 


Care of DISPLAY WORLD 


production. 


very moderately. 


SALESMEN 


We have just completed our new factory greatly increasing 
We manufacture a very fine line of Mannequins 
and Children’s figures in papier mache, rubber hands, priced 
Wonderful opportunity for the right men 
to get as close as jobbers commissions. 


NATIONAL ART STUDIO 
Show Room: 317 West Jackson Blvd. 
Chicago 6, Ill. 


WANTED — Men’s 
Wear Display Man 


— for quality, style store. 
Splendid opportunity for well- 
experienced young man am- 
bitious to advance. Furnish 
recent photo, state age and 
family status. Give names of 
last two associations. All in- 
formation will be held in strict 
confidence. 


Address P.O. Box 1897 


Asheville, N. C. 











DISPLAY AND ADVERTISING 
MAN 


Qulified display and advertising 
man seeks position with promo- 
tional minded furniture or depart- 


ment store. Excellent card writer 
and commercial artist. 
Address BOX 13HH 
Care of DISPLAY WORLD 














Display Man and 
Window Tr:mmer 


For Ladies Specialty Store 

We have a permanent posi- 
tion with splendid opportunity 
for man who has style and 
selling ideas. Write giving 
full information of former 
employment — and salary re- 
ceived. 


Address Box 492 
St. Joseph, Missouri 





POSITION WANTED 


Experienced , Men’s Wear display 
manager desires change. At pres- 
ent I am display manager of one 
of the finest men’s wear stores in 
the Mid-west. Capable of creating 
outstanding displays in conjunction 
with any type of men’s wear. 
Married and two children. Desire 
large men’s wear store or dept. 
store with large men’s wear dept. 


Address Box BC 


Care of DISPLAY WORLD 


POSITION WANTED 
Show Card Writer — Display Man 
Many years’ dept. store experience; 
versatile; desires connection in 
smaller city or town. Prefer West 
Coast. Will combine with sales 
promotion — merchandising. 

Address Box 13F 
Care of DISPLAY WORLD 




















PARTNER WANTED 
Must be top level salesman. $10,000 
investment, fully secured. Excel- 
lent opportunity in a firm going 
places. N. Y. area. INVESTI- 
GATE FULLY. 


Address BOX FG 
Care of DISPLAY WORLD 











DISPLAY MAN 
& CARDWRITER 
WANTED 
Experienced man for Junior 
Dept. Store at Kankakee, III. 
State age, salary desired and 
full information in first letter. 


Address Box AB 


Care of DISPLAY WORLD 


SALESMEN 
WANTED 


A Southern California Com- 
pany needs men to sell a line 
of natural creations. This line 
has been a top seller for 15 
years. Can be carried as an 
additional line. Excellent 
commission arrangement. 


Address Box AA 
Care of DISPLAY WORLD 














COMBINATION ARTIST 
Display showcards, backgrounds, 
windows, Adv. copy, layout, iilus- 
tration. 30 yrs. world-wide exp. 
Prefer medium city, anywhere, rea- 
sonable salary. 


WISDOM, 4618 N. Kenmore Ave. 
Chicago 40, Ill. 
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JANUARY AWARD TO BRADLEY 
[Continued from page 62) 


1928 he won a gold medal as first prize 
all of the United States and Canada 
in a contest for ready-to-wear which no 
doubt you remember. At that time I felt 
very happy to be a member of the winning 
team and I believe my boys feel the same 
reaction at this time. 

“Being international in scope, I feel the 
contest was one of the best incentives for 
better work. The knowledge of what is 
going on in this field on the other side of 
our boundaries makes for better and more 
creative effort. Some of the foreign coun- 
tries are doing excellent work, stressing 
simplicity and imagination and I enjoy 
seeing these in DISPLAY WORLD. I 
only wish we could see more of them.” 

And from the display manager of a variety 
store: Ida Zizda, J. J. Newberry Company, 
Los Angeles: 

“I can hardly express what a thrill it was 
to receive your letter and the medal. For 
me it is a great event, especially because 
my window was of a variety store class. 
I was very doubtful of my chances, espe- 
cially considering the competition. 

“This is truly a great encouragement 
for other variety store display people as 
well as for me, as our type of display experi- 
ence has always been looked on as no 
experience at all. I am most grateful for 
the honor and prestige that this award has 
given to J. J. Newberry Company and to me.” 

From the display manager of a jewelry 


for 


DISPLAY WORLD 


store: Adele McAllister, S. Kind & Sons, 
Philadelphia : 

“I never dreamed so many lovely things 
could happen to me in such a short space 
of time. Of course I was thrilled when I 
received your letter and the two other 
medals. Any words I might use would 
fail to express how happy I am and just how 
much I appreciate the honors given my 
work.” 

From M. Anthony Mattes, manager, Sta- 
dard Oil Company of California, San 
Francisco: 

“Thank you! We are very pleased to ac- 
cept the bronze medal from your Interna- 
tional Display Contest. It is extremely 
gratifying to know that our constant efforts 
toward more effective exhibit advertising 
are culminated in judgments such as yours. 

“You may be interested in knowing that 
your decision was upheld at the California 
State Fair. The same exhibit was awarded 
the first prize trophy in commercial exhibits. 
In addition, we have been receiving letters 
of commendation from fair managers wher- 
ever the exhibit was shown.” 

Edgar Tallman, director of interior dis- 
play for Lord & Taylor, New York City, 
wtites : 

“The gold and silver medals which you 
so generously awarded me arrived today. I 
am indeed appreciative of what they sym- 
bolize and of the distinction conferred upon 
me by DISPLAY WORLD in its Interna- 
tional Display Contest. May I express my 
deep thanks to your magazine and to all 


those who assisted you.” 
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From Kate Coplan, head of the exhibits 
and publicity department of Enoch Pratt 
Free Library, Baltimore, comes this letter: 

“Thank you very much for your gracious 
letter and the attractive gold, silver and 
bronze medals which have just arrived. 

“Naturally it is gratifying to win recog- 
nition in such a fine contest as you have 
conducted. We are cheered by the knowl- 
edge that our exhibits seem comparable 
to others of high standard, and we greatly 
appreciate having been given equal con- 
sideration with the commercial interests.” 


Sazani Leaves Messmore 
For Horbatuck Displays 

Dee A. Sazani, for a number of years with 
Messmore & Damon, New York City, has 
left that company in order to join Horbatuck 
Displays, Inc., 65-60 Austin street, Forest 
Hills, L. 1, N. Y. The latter firm specializes 
in window displays, silk screen, exhibition 
displays, counter cards, and wood and 
cabinet work. 


Pine Cones Are Specialty 
Of Fawcett Farms 

Supplying slash, loblolly and _ longleaf 
pine cones is the specialty of Fawcett Farms, 
St. George, S. C. They are provided in 
the form of Christmas decorations or 
as loose cones, natural, white-tipped 
or silver. Cones range in size from 3% 
inches long for the loblolly type up to 8 
inches for the longleaf. Literature will 
be sent on request. 
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NEW DISPLAYERS IN 





No. 1753 -- DECORATIVE WIRE BIRD CAGES 
(flat) Beautifully designed and executed in wire, 
white with ice blue satin inserts . . . use them 
hanging motifs or for cases . . . average size 2 
high x 16” wide. (FOLIAGE AND BIRDS NOT 


INCLUDED.) 
No. 1683 -- LARGE SUN Decorative wire sun for Set of 3 (one of each style) $16.95 
cruise and travel theme . . . finished in white with 
bright yellow backboard . . . light green wood eyes 
end black facial outlines . . . Size 48” diameter. 


Each $10. 





ae 1756 TRIPLE DECORATIVE 


No. 1680 LARGE SUNFLOWER 
unusual hanging unit for cruise and 
mer promotions . . 

th light green wood backboard and 


facial outlines 


No. 1684 — LARGE 
COMPAS Made of 
wire finished in white 
lacquer with light tur- 
quoise backboard . 
Size 48” diameter. 


Each $12.95 


No. 1699-- TROPICAL FISH SERIES 
Interesting tropical fish made of white wire 
with colorful wood backboards finished in 

chartreuse, orange, fuchsia = aaa: 
quoise ... General size 17” long x 


Set of 4 "310.4 5 


AY cnc casoxatee— 


DISPLAY DESIGNERS AND MANUFACTURERS e PORTSMOUTH, OHIO 


New York Representative: Mr. Jock Price, 328 E. 34th Street, New York 16, New York. Murrayhill 4-1864 





ACCE NTUATE FASHION with mannequins superbly styled for that purpose. Wonderful 


proportions plus smart appearance add irresistible appeal to apparel . .. Stimulate sales of 


everything they wear. Sales will skyrocket when several are used for more complete showing 
of your fashion selection. Made of genuine plastic, lightweight and durable. Complete series of misses 


and juniors (standing, M502W, $149.40; seated, M510W, $157.20). Call your Darling Distributor! 


mm JOARLING 


4 , Your one dependable 
Ll. A. DARLING COMPANY, BRONSON, MICH. source for everything AW [DISPLAYS 
At CH x 5, Ly] C7 S NEW YORK CHICAGO LOS ANGELES in display equipment [PARAMAMAAEAS 
M 





